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is a pleasure 
indeed to ex- 
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best wishes for a 
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Gappy New Year 
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decorations ever 
offered. 
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¢ Merry 
§ Christmas 


Say it witha 
Year’s Subscription 
To The DISPLAY WORLD 


There can be no more suitable, helpful and 
appreciated gift for the displayman and card- 
writer than a yearly subscription to The 
DISPLAY WORLD. 


In this way the recipient is reminded regu- 
larly each month of your friendship. He is 
certain to enjoy the thoughtfulness thus ex- 
pressed, because The DISPLAY WORLD 
brings to him each month a wealth of help- 
ful and instructive information on the practice 
of display art. 


MERCHANTS— 


If your displayman is not already receiving 
The DISPLAY WORLD this suggestion offers 
you a splendid opportunity to express the sen- 
timents of the holiday season and you will 
be helping him increase the value of his ser- 
vices to you. 


DISPLA YMEN— 


Each of your assistants and your cardwri- 
ter will cherish your thoughtfulness expressed 
in this manner. It is a splendid way to get 
their greater co-operation and encourage them 
to strive for advancement in the display pro- 
fession. 


USE THE SPECIAL ORDER 
BLANK 


Cr Gy : ey : 


Clip the attached order blank to send in 
your gift subscriptions and the order will be 
promptly acknowledged to the recipients by 
a beautiful Christmas card. 


SUBSCRIPTION PRICE IS ONLY 
$2.00 A YEAR 


eecccecccocerscssoensnsosces| GIFT ORDER BLANK crercacceccecescencesccense 


The Display Publishing Co., 
Cincinnati, Ohio. 


Gentlemen:—Enclosed find remittance of $...........- 
for.. ..gift su ubs s to The DISPLAY WORLD 
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Ackno ee An - oer" card direct to garadi ub- 
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Service Is Watchword For the New Year 


Pa | N the advent of the New Year, and with the 
Sem} dawn of the greatest era in the art of display, 
it is fitting that The DISPLAY WORLD 
keep pace with the progress by formulating a program 
for the year 1924 that will cover every phase of display 
work. From the hundreds of communications pouring 
into the editorial offices from all sections of the country 
it is apparent the forthcoming year will exceed the 
fondest wishes of the displaymen, who have looked 
forward to the day when the term “window trimmer” 
would be completely forgotten and the display art con- 
sidered by the merchant as his most valuable asset in 
an advertising way. 

It has ever been the desire of The DISPLAY 
WORLD to give adequate service to a field which, it 
is believed, has been somewhat neglected in the past. 
The World War and the subsequent spirited compe- 
tition in all lines has brought display work into its own. 
In serving the profession it is important that all 
branches be given the attention they deserve. While 
The DISPLAY WORLD has been the only publication 
in the field attempting to accomplish this, it is apparent 
the returns have more than justified the effort. Now 
that the art of display is advancing so rapidly, this 
publication senses the need of broadening its scope in 
a way that will increase this service. 

With the publication of this issue, Clyde P. Steen, 
newspaper man, organization executive and advertising 
specialist, becomes Managing Editor, succeeding James 
W. Foley, who is-taking up new work in Chicago as a 





merchandising analyst. Mr. Foley has accepted an 
appointment on the Editorial Advisory Board of The 
DISPLAY WORLD, and his splendid service and 
work in the past will continue in an advisory capacity, 
as much as his time will permit. Mr. Steen has an- 
nounced that he will continue the many features this 
publication has been using exclusively, by the close 
association of the displaymen and their hearty coopera- 
tion. In addition, he will bring to its pages many new 
contributions, thoroughly in keeping with the brillant 
new era of display which is just peeping over the 
horizon. 

To the displaymen who have so conscientiously 
aided The DISPLAY WORLD in the past administra- 
tion of the editorial department, the publishers bespeak 
for the new regime continuance of their valued cooper- 
ation in continuing the publication as first and fore- 
most in carefully covering every phase of display wotk. 
It is gratifying to know the efforts of the past year 
have pleased displaymen, and it is hoped the program 
outlined for the New Year will merit their further 
approval. 

The most effective method of giving service is to 
show by the pages of this publication the concerted 
effort to do so. Criticism is invited at all times, and 
it is hoped the following pages and those of the year 
1924 will meet with the hearty approbation of all inter- 
ests in the field of display. 


THE PUBLISHERS. 
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EW IDEAS in - Metal 
N Display Fixtures which 
have been found to be 
exceptionally useful for the ar- 
rangement of grouping to- 
gether in display many differ- 
ent kinds of merchandise. 





You will find the illustrated 
Stands have a special value for 
many purposes. 





Blouse Form with Arms 
Also note Blouse Form, lat- 


est shape, with arms, further 
assisting in making an inter- 
esting display of blouses and 
other ladies’ wearing apparel 
for window work. 


Our complete new Fixture 
Book, The Merchants’ Guide,” 
no doubt will interest you, for 
it has many suggestions to 
offer. 
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If you wish a copy now we 
shall be pleased to have you 
write us for it. 





Hugh Lyons & Company 
Lansing, Michigan 
SALES OFFICES 
New York—35 W. 32nd St. 
Chicago— 217 W. Jackson Blvd. 
Baltimore— No. 1 N. Eutaw St. 
Boston— 52 Chauncy St. 
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Making Displays Predict the Future 


Clever idea of expert window artist linked up with 
fifty-first anniversary of great store 


MOVHE future possibilities of window display 
are almost immeasurable, so great has this 
field of advertising and sales become, but it 
remained for J. R. Patton, the clever display man- 
ager for L. S. Ayres & Co., Indianapolis, to realize 
that the future of a city is some- 
thing worth predicting in actual 
scenes. To speak of Indianapolis 
is to think of the Ayres store. 
It has made itself a part of the 
city it serves. This was proven 
beyond any doubt a year ago, 
when the store celebrated its 
golden anniversary. 

During the fiftieth anni- 
versary celebration some of 
the most remarkable window 
displays ever shown the public 
were produced by Mr. Patton. 
In adding effect to his windows 
he encased each one, outside the plate glass with a huge 
gilded frame that gave the vision to the person stand- 
ing on the curb line of a huge oil painting. This year, 
when ‘t was announced that the fifty-first anniversary 
of this great store would be celebrated, it remained for 





Recognizing that the future of 
display is almost unlimited in possi- 
bilities, it is significant that Display 
Manager J. R. Patton, of L. S. Ayres 
& Co., Indianapolis, hit upon the 
idea of looking into the future of 
the city he serves, and the result 
beckons to every displayman. Just 
what can be done in depicting the 
future of any city, as well as past 
history, will create endless discus- 
sion among window patrons. 


Showing Method of Blanking Windows, L. S. 


Mr. Patton to strike upon a new idea. He thought of 
the advance of display—of the rapid strides taken 
by the profession in the past several years. Then 
he thought of Indianapolis. He recalled the many 
interesting things L. S. Ayres & Co. had done to aid 
the growth of a truly remarkable 
city. Now that the store had 
passed the half century mark, 
what would it be like fifty years 
hence? Idea! And immediately 
Mr. Patton put that idea into 
sketches. That was months ago. 
And during the month of No- 
vember those ideas blossomed 
forth into some of the most dis- 
tinctive window displays that 
have been shown in the country 
this year. 

The fifty-first anniversary was 
called a “Mid-Century Celebra- 
tion.” Four window displays depicted how Indianapolis 
will appear in down town sections fifty years from now. 
The store anticipates a great growth in the next fifty 
years, but it expectsth the city of Indianapolis to grow 
in as great proportions. The pictured scenes in the 





Ayres & Co., Indianapolis, Ind. 








store -windows are realistic in scene perspective, and 
birds-eye views of surround:ngs that are now familiar, 
such as the vicinity of the overnment Building, Monu- 
ment Circle, Union Station and State Capitol Building. 

One of the windows gave a view of a scene in the 
city in 1972, looking northward from Monument Circle 
over the United States Federal Building and Court 
House, with the proposed World War Memorial Plaza 
Buildings and mall looming up like a Grecian gar- 
den in between towering skyscrapers. Hovering in the 
air above the Federal building was a United States 
mail plane ready to deposit its cargo on a large elevated 
landing platform near the roofline of the building. In 
Ohio Street, on the south side of the Federal building, 
is a fancied elevated mono-rail street car making its 
way along its thread-like track, leaving the surface 
of the street clear for automobile and foot traffic. 


Another window display gave a view looking south 
over the Union station territory, a birdseye view from 
the Ayres store, showing an itiposing domed station 
building reaching high up in the air, flanked by office 
buildings in the foreground and with widened streets 
under the elevated railroad tracks. Subway cars ran 
under the station building. Aeroplanes also sped over 
the city. An elevated platform for plane landing was 
to be seen extending across the street south of the 
station. 

A third window display gave the vision westward, 
showing the city from the Circle, overlooking the In- 
diana state capitol building. An elevated structure, a 
framework type of building for parking aeroplanes, 
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was depicted on the west side of the Capitol Building, 
and,a large sign, “Parking Space,” disclosed the pur- 
pose of the building. A dirigible was seen hovering 
over the capitol. 

The fourth display presented the city’s develop- 
ment eastward, a long view up Indianapolis’ “Wall 
Street,” where buildings. reached high into the sky. 

All of the four windows were decorated to repre- 
sent a huge picture frame, in which was set the artist’s 
colorful conception of how the city will appear half a 
century hence. Above the tableau pictures were pla- 
cards with these questions: 


Will Indianapolis become the national transporta- 
tion center? 

Will steam roads become electrified ? 

Will the monorail supplant the two-rail system? 

What effect will electrical development have in the 
city’s smoke problem? 

Visitors to the store during the Mid-Century Cele- 
bration were given an artistic program in which the 
firm, setting out the purpose of the windows, said: 

“During this week the Washington Street windows 
have been given over to guess and hazard; to half- 
prophecy, which does not state facts, but which asks 
questions. The windows ask us, ‘What.can we do to 
make Indianapolis greater in the next fifty years.’ ” 

, In conjunction with the window displays, L. S. Ayres 
& Co. arranged an essay contest for the school children 
of the city, offering twenty-two awards for the best 
essays written on the subject, “What will Indianapolis 
be like in 1972?” To make the celebration even more 





Mr. Patton’s Window Showing Vicinity of Capitol, Indianapolis, Fifty Years Hence. 
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Vicinity of Indianapolis Post Office Fifty Years Hence as Shown by Mr. Patton. 


attractive, displays of progress were made on each of 
the six floors of the store building. Preceding and 
during the window displays the firm ran a series of 
artistic full-page advertisements in the Indianapolis 
newspapers, telling of the half-century celebration. In 
connection with each of these advertisements, as well 
as in connection with other parts of the sale, the firm 
emphasized the slogan adopted for the celebration— 
“Fifty More Years of Service—Ayres’ Pledge to In- 
dianapolis.” ; 

The front entrance to the store on Washington 
Street was surmounted by a huge electric sign announc- 
ing the “Mid-Century Anniversary—Buy For Less.” 
The .windows were blanked for several days to inten- 
sify curiosity, and this method of blanking, which is 
also quite unique, is the clever idea of Mr. Patton. 
It is best shown in‘an illustration accompanying this 
article. In comparison to the golden anniversary last 
year, the celebration was very unique. It provided 
comparisons. The window displays, in fact the entire 
display of material, was even better than that used 
last year, which was alone sufficient to make the entire 
display field take notice. : 

A number of unusual things were noticeable in 
connection with these two celebrations and sales which 
accompanied them; first, holding the celebrations with- 
out saying anything about the sale, and then springing 
the sale; another one was building up a fifty-first to 
beat a great golden anniversary, through extensive use 
of interesting atmosphere; another, blanking of win- 
dows of merchandise to intensify curiosity; and still 


another, that the success of these sales was past all 
expectations, particularly the last one, where interest 
was undiminished for the full nine days of the sale, as 
was also the first. 

If Mr. Patton lives fifty years longer, he may see 
the fruition of his dreams as expressed in his windows. 
As Indianapolis progresses, he will be able to dig out 
the photographs of his predictory windows and notice 
with pleasure that his fondest dreams are being real- 
ized. The atmosphere that he has created will be a 
lasting one in the big Indiana city. It is a thought that 
will doubtless find open pages in the “suggestion books” 
of displaymen throughout the country. The windows, 
and the comparison with those of looking backward 
fifty years, will be subjects that fittingly should go into 
the archives of the public library or art gallery in the 
city of Indianapolis. Doubtless they will. 





OPEN ELABORATE FIVE-STORY ADDITION 

The J. D. Purcell Co., Lexington, Ky., has just com- 
pleted and opened an elaborate five-story addition to its 
West Main street store, costing more than $100,000. The 
store now has twenty-two complete departments, and by 
the addition has established more adequate display methods. 

The show window space has been greatly enlarged, 
giving several new openings for displays, and providing im- 
provement in the general contour of the front. A new 
system of illumination has been installed throughout the 
store. 





RESIGNS FROM PARKER DISPLAY STAFF 
W. Harry Foster has resigned from the display depart- 
ment of M. L. Parker Company, Davenport, Ia., and is soon 
to assume an important display post in Peoria, III. 
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How Light Builds Retail Store Sales 


Tests prove benefit of adequate illuminating system in developing 
noticeable increase in cash register receipts 


By ROY A. PALMER 
Lighting Efficiency Engineer, National Lamp Works of the General Electric Co. 


ig =] ROGRESSIVE merchants are convinced of 
ce sy) the value of light as a business-getter in 
ess their stores. If we place ourselves in the 
position of the customer, we can readily realize 
how effective is light upon our incentive to buy. 

The reader can, without much difficulty, recall 
some poorly lighted store where he has entered to 
make a purchase. The insufficient amount of light 
gave a dingy, depressing atmosphere to the store ; 
the goods were not well displayed, for the poor 
level of illumination did not make them stand out; 
the store, perhaps, did not seem as clean and neat 
as it actually was—in fact, the desire to buy was 
deadened and had been overcome by a greater desire 
—to leave the store. 

It is not a matter of flighty imagination that a 
well-lighted store brings about an effect opposite 
to that pictured above. An abundance of well dif- 
fused light produces an atmosphere of cheerfulness 
in the same manner that a bright sunny day dispels 
the gloom and weariness of a cloudy day; it en- 
hances the cleanliness of the store; it makes for 
congeniality and courtesy on the part of the sales 
employees; the attractiveness of the goods in the 
store is increased, and, most important of all, the 










average sales per customer are augmented. 

While these benefits are generally accepted on 
faith, there are definite, concrete facts made avail- 
able through exhaustive surveys which show not 
only the truths of these benefits, but also how effec- 
tive is better lighting in terms of sale of goods. 
Very complete investigations recently conducted in 
Chicago fully substantiate the claims which have 
been made in behalf of good lighting. The facts 
brought out by these tests were recently published 
by the Store Lighting Committee of the National 
Electric Light Association. ; 

The first series of tests was in the nature of a 
preliminary test. It was conducted in a dry goods 
store for a period of one week. The original light- 


ing system provided a level of illumination of about — 


four foot-candles. The antiquated equipment of 
this system did not provide for protection against 
glare or annoying shadows. Entirely discordant 
with modern practice, this neglected system was 
considered adequate until the results of the test 
revealed facts to the contrary. A new lighting sys- 
tem of modern design and equipment was installed 
and the two systems were used in alternate periods 
—two days each with the old and new lighting. 





Excellent Lighting in this Store Helps to Sell Goods on Counters and Tables 
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Since this test was conducted over a period of 
only one week, and since the sales records were not 
kept with sufficient accuracy, the results were not 
considered conclusive. Yet, under these unfavor- 
able conditions, the sales per customer during the 
period which the new lighting system was used in- 
creased 8.2 per cent. 

A very thoroughly conducted series of tests fol- 
lowed this preliminary test. A small department 
store was used in this case. As before, the old 
lighting system, which provided a level of illumina- 
tion of five foot-candles in this case, and the new 
lighting system, which provided a level of illu- 
mination of fifteen foot-candles, were used alter- 
nately. Every precaution was made to eliminate 
factors which might tend to unbalance conditions. 

No advertising was done during the period of 
the test. Alternating from the old lighting system 
to the new through several weeks’ period during 
which the test was run, gave average weather con- 
ditions; accurate records were kept of the num- 
ber of people entering the store and of the sales. 
When the data had been collected and the results 
figured out, it was found that when the improved 
lighting was used the sales had increased 29 per 
cent per customer. Not only that; the number of 
purchasers as compared with mere shoppers had 
increased 12 per cent. 

These figures should carry a message to every 
merchant who has a desire to be wide awake to 
sales-increasing opportunities. The care and detail 
with which these tests were conducted is convincing 
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Good Lighting in This Store Displays Merchandise to the Best Advantage. 





that these figures will apply to most any locality, 
and they literally flaunt in our faces the fact that 
stores without lighting which fulfills the require- 
ments of modern standards are allowing real dollars 
to pass by the cash register. 

The level of five foot-candles which was supplied 
by the old system of lighting perhaps sufficed in a 
measure as far as comfort of vision is concerned. 
Even at five foot-candles the store was lighted 
better than are a great majority of the stores in 
this country. But fifteen foot-candles possess pull- 
ing power. Similar tests conducted on show win- 
dows have proved that high levels of illumination 
in the windows attract passersby to them. 

It is interesting to note that the manager of the 
store in which these tests were conducted is so 
thoroughly convinced of the value of better light- 
ing in his store that he will not allow more tests to 
be conducted in the store which will require the 
lowering of the level of illumination. He has satis- 
fied himself that less light means a decrease in sales. 
The effect of the improved illumination in this store 
was evident by complaints from the sales force 
when the old system of illumination was used dur- 
ing the test. 

These expressions by those who are instrumental 
in the daily operation. of the store serve only to 
bear out more forcefully the actual benefits of 
better lighting. The merchant who neglects the 
lighting in his store is neglecting the opportunity 
to build bigger sales and to be numbered among 
the most progressive merchants in his community. 











Manufacture and Use of Wax Figures 
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Casting from the piece moulds—Starting the finishing process 
of putting flesh and blood into cold wax 


By IRWIN G. CULVER 
Master Wax Sculptor, J. R. Palmenberg’s Sons, Inc., New York City 


Pa RN the conclusion of our last article we had 












Cy finished all our labors up to and acquiring 
<> the final piece moulds from which to cast 





our finished wax productions. We are now to cast 
from these moulds and start the finishing process, 
as I then said, the putting of flesh and blood and 
human character into cold wax. 

Before starting the actual casting or pouring 
the liquid wax into these moulds, it may be inter- 
esting and better understood to show a photograph 
of our modern factory equipment for wax casting. 
The pot shown in this photo is for melting the raw 
wax, the tank for soaking the plaster moulds and 
cooling the wax cast, racks and moulds in their 
position while pouring the liquid wax. The pot for 
melting the raw wax is.specially constructed double 
jacketed, solid copper. Double jacketed means an 
inner and outer pot, or in other words two pots, 
one inside the larger one with a space between. 
This space between allows for a circulation of 
water, which is heated by connections with the gas 
burners shown at each side of this pot. 

With this picture in your mind, we first proceed 
to place the plaster moulds we intend to use in the 
water tank and soak. This soaking process for the 
moulds consumes about two hours, and is done to 
sufficiently dampen or fill the pores of the plaster 
and soften the inner surface so that the wax will 
not stick to the surface of the mould and can easily 
be removed when hardened or cooled. There are 
other methods of treating the plaster moulds for 
this result, such as greasing the inner surface and 
other applications, but we find this dampening or 
soaking to be the most convenient and practical, 
admitting, however, that this plan of continually 
soaking this hard plaster eventually destroys the 
use of the mould, causing it to soften and chip out 
at the edges and inside surface. This condition ex- 
plains my assertion in the previous article that the 
life of these moulds is very limited, and must be 
made over often at a continual expense to that 
model. 

' After the raw wax is melted to a liquid its color 
is perfectly white and transparent. Our next step 
then is to dull or flatten this transparency and color 
the wax to a flesh tint. This is done by the appli- 
cation of colors to the liquid wax in the melting 
pot before the casting or pouring is started. After 
this raw liquid wax has been properly treated with 


color for the foundation cast we are ready to pour 
into the moulds. 

You have already noticed the position of the 
moulds in the racks, bottom side up, or the openir 
in the bottom of the mould. The liquid wax is 
drawn off from the large pot into a small pouring 
can, the temperature of this liquid being from 150 
to 160 degrees, varying according to both the tem- 
perature of the moulds and different conditions in 
the raw wax. The moulds are then poured com- 
pletely full of this liquid wax. The cooling or her- 
dening action of this liquid begins from the outside 
or next to the inside surface\of the mould, after 
it has solidified to a thickness of from three-eights 
to one-half inch, as the case requires. The remain- 
ing liquid wax is poured out by emptying the 
mould, leaving this solidified shell all aound the in- 
side surface of the mould. After a few minutes of 
continued air cooling, this mould is placed in the 
water tank to further harden or solidify this wax 
shell. After it becomes sufficiently hardened the 
mould is removed, leaving the finished wax cast, 
ready for the setting up, as we term it, or the plac- 
ing of the eyes and teeth, doing the finished hand 
modeling, and applying the mechanical fixtures. 

Before starting into the details of this part of 
the work, I think this is just the place to make 
some explanation of what the wax figure art really 


is. We have, up to this minute, gone through 


every detail and process as is done by a regular 
sculptor in the conception, modeling and moulds for 
the completion of their work into bronze, plaster or 
marble, except in that they would use such different 
kinds of materials and moulds as they required for 
their kind of productions. The point I wish to 
make clear is that in wax -figure work one has to 
proceed in the original conceptions live models, 
moulds, etc., in exactly the same way as any sculp- 
tor produces his work, or in other words has to do 
(or buy) exactly what he does up to this point— 
“the making of the original model.” Immediately 
after the cast our art differs. The sculptor’s work 
is finished, while with us the real wax art just 
begins. 


The sculptor’s work in plaster, bronze or marble . 


may interpret wonderful expression and action, yet 
it is still known to be lifeless or inanimate, while 
in wax work with the application of real imitations 
of eyes, teeth, human hair and life-like color, our 
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problem is to produce an interpretation of real life. 
This part of the work is the real wax art. It fol- 
lows then that people can be known as wax figure 
producers, or even artists who are not sculptors or 
modelers, or capable of making their own original 
models. In fact, the common practice of casting 
or copying from imported wax models, as well as 
others, has become so generally obvious as to use 
the expression “Imitation not. Reputation.” 

We think, however, that the best values in wax 
figures or forms can only be obtained by the capac- 
ity to entirely create one’s own original conceptions 
or models, for in no other way can individuality be 
shown, or distinction in the necessary variety of 
characters be produced, and, of particular im- 
portance, be preserved in the many reproductions 
of the original model. Our capacity for guarantee- 
ing this result in every: reproduction of the original 
is in our acquiring for this part of our work what 
we know to be the first most necessary value the 
reproduction expert. 

The requirements or skill of the reproduction 
expert is to set the eyes and teeth and do the fine 
finished character modeling on the wax as well as 
the forms. This work requires expert sculpturing 
knowledge. Their value and the value in the many 
reproductions depends upon their knowledge of the 
original model. Their knowledge and value in our 
work is acquired as follows: When the master 
originates an idea of some special character of wax 
figures or form he intends to make, this expert is 
immediately taken into his confidence and becomes 
the assistant in the production of that original 
model. Should it not be clear then that this repro- 
duction expert is perfectly familiar with every de- 
tail in character and expression the master has por- 
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Left—Removing Finished Wax Cast from Mould; Right—Equipment Used in Wax Casting 








trayed in his original, and of what particular value 
he becomes in the making of the many reproduc- 
tions of the originals to continually preserve those 
characteristics in the master’s model, and does it 
not follow that these values must be lost in a copied 
model? In this connection also, digressing to the 
commercial, can it not be seen, after our descrip- 
tion of the cost of original models, the reason for 
copying, and the correspndingly less price and pre- 
sumable values. 

Continuing now with the special figure we are 
making for these articles, we hand this wax cast 
as shown in photograph to this reproduction ex- 
pert to set in the eyes and do the fine finished model- 
ing or exact duplication of the expression of the 
original model, after which it will be passed to the 
next expert, the human hair implanter. 

This work will follow in our next article. Any 
question relative to this or any previous article will 
be gladly answered. 





WOMEN LIKE ADVERTISED ARTICLES 

In debating the question “Who pays for advertising?” 
the reformer and economist proceed just like men—they 
figure it out on paper, make an abstruse theory of it, and 
draw a conclusion from that theory. 

But a woman doesn’t theorize—she goes shopping. She 
reads what the advertising manufacturer and merchant 
have to say about their commodities, examines them in 
the shops, compares them with unadvertised things. And 
the fact that she pays her good money for the advertised 
article nearly nine times in ten shows that she settled that 
question in her mind long ago, probably before it ever 
occurred to the economist or reformer. 

Woman, the consumer, has discovered that the adver- 
tised thing is better value. Turnover and selling costs 
may mean nothing to her, but you cannot fool her when 
it comes to getting the best dollar’s worth—James H. 
Collins in The Elk Magazige. 
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New Year Sales Afford Opportunities 


Appropriate backgrounds will serve to attract attention 
of buyer and can be made very effective 


By J. WALTER JOHNSON 
Display Manager and Art Director, Portland, Oregon 


ZIIITH the approach of the first of a new year 
it is appropriate that some attention be 
given to sales backgrounds. In contribut- 
ing my suggestions this month I am hoping that 
displaymen will see the possibility of coupling up 
good backgrounds for January and February sales 
without the necessity of overloading a window with 
merchandise, for often sales merchandise .is diffi- 
cult to arrange without cluttering the space. 

Accordingly, my offerings this month are espe- 
cially good for the displayman who is not compelled 
to overload his windows with any kind of merchan- 
dise. I have attempted to suggest something that 
can be made as elaborate as the displayman may see 
fit. On the other hand, either window can be made 
equally simple and just as effective. 

The setting with the half circular panel, for a 
January clearance sale, calls for a light framework, 
covered with unbleached sheeting and painted as 
shown. The object of all January clearance sales is 
to effectively start the new year. It is, therefore, 
fitting that the figure should be calling attention 
to the sale. The trumpet gives the significance 
along that line that is desired. It is in keeping with 





the idea of olden days, when elaborately costumed 
couriers proclaimed a forthcoming event to the 
court’s people. 

The silhouette figure and sign cut from wall- 
board. This figure would be very striking in deep 
purple, placed against a white background. The 
edge of the circular panel should be finished in the 
same color, and should contain yellow and lavender 
flowers to make the color scheme striking. 

The possibilities of these displays lie greatly in 
the perspective that will be obtained. The vision 
from the exterior should be exceptionally attrac- 
tive. This, of course, depends largely on the size 
of the window and the- dimensions of the back- 
ground. Depth will add to that asset. 


The February sale background offers a sugges- | 


tion that would be entirely different from the usual 
run of sales windows. The large panel can be made 
of a wooden frame, covered with unbleached sheet- 
ing and painted in whatever color scheme it is 
chosen to carry out. If both these suggestions are 
used in displays for the two months, it would be 
advisable to adopt an entirely different color scheme 
for each one. 
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Suggestion for January Clearance Sale Setting by J. Walter Johnson, Portland, Oregon. 
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The three figures in the February sale back- 
ground can be part of the painted scene, or can be 
cut from wallboard. If the latter method is em- 
ployed, the figures would be very effective if placed 
on a narrow platform extending across the length 
of the base of-the panel. 

To the displayman who endeavors to reproduce 
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February Sale Suggestion by J. Walter Johnson, Powers Furniture Co., Portland, Oregon. 
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these suggestions, let me say that it will be sur- 
prising, once he begins work on them, how simply 
and easily the whole background can be worked 
out. It will also serve to give him some good ideas 
for the future, as I hope the suggestions I have en- 
deavored to convey will be adaptable to any sale 
season. 
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WILL OCCUPY NEW BUILDING IN CHICAGO 


The entire second and third floors of the building at 
319-327 W. Van Buren Street, Chicago, will be occupied by 
the Botanical Decorating Company, after January 1, when 
removal from the old location on West Adams street will 
be complete. More than 30,000 square feet of floor space, 
in addition to a sub-basement for a warehouse will be 
available for the firm, which is spending a large sum in 
equipping an ideal home. 

The new location will afford daylight on three sides, 
and in addition to a re-equipped factory, special attention 
is being given to a series of elaborate display rooms. 
Large round iron columns and vaulted ceilings add to the 
effectiveness of the interior. 





CORBIN-RUHLE SERVICE ESTABLISHED 


The Corbin-Ruhle Service announces the joining of in- 
terests of H. J. Corbin, formerly display manager for the 
Cefitral Cigar Co., and R. Ward Ruhle, formerly of the 
Ruhle Display Service, into a new, complete window dis- 
play and card sign service to Jocal dealers and national 
advertisers. 





WATERBURY FALL DISPLAY CONTEST JUDGED 


J. J. Cronin dislpay manager, L. Bamberger & Co., New- 
ark,‘N. J., and president of the I. A. D. M.; L. E. Weisger- 
ber, display manager Lord & Taylor’s, and Edward Munn, 
display manager, Franklin-Simoen Co., New York City, 
comprised the committee that judged the window display 
contest conducted at Waterbury, Ct., during the Fall 
Opening observance in that city. Prizes were awarded as 
follows: Men’s wear class, Jones, Morgan Company;; 
men’s furnishings, Tenn & Company; ladies’ ready-to-wear, 
Manhattan Cloak and Suit Company; millinery and ladies’ 
specialties, Biers Millinery Co.; boys’ and girls’ clothing, 
Frankin’s; shoes, Dodge Shoe Co.; dry goods, Boston Silk 
Store; furniture, Metropolitan Furniture Company; mis- 
cellaneous, Davis & Nye. Grand prize, for the best display 
in all classes, was awarded to the Boston Silk Store. 





C. W. HOMBERG TAKES NEW POSITION 


C. W. Homberg has resigned his position as chief of the 
display department at H. Bachrach Sons Company, De- 
catur, Ill., to assume a similar position with Kaufman’s, 
same city. 
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Annual Display Review 


WATCH FOR IT! 


The DISPLAY WORLD again leads, in 
planning for its January, 1924 issue, the next 
number, something new in display publication 
endeavor. 

This will be an enlarged special edition, to 
be known as the ANNUAL DISPLAY RE- 
VIEW, and will be in fact everything that 
its name implies. 

Special contributions in the way of discus- 
sions cn display accomplishments of the past 
year and the future outlook should reach the 
publishers no later than January 1. 

Advertising forms will close as _ usual, 
January 5. 











The New Year, just approach- 
Recognition for ing, is bringing greater recog- 
Window —— nition for the art of display 
seein than has ever been known be- 
fore. Displaymen, now that their efforts are 
meeting with the approval of the merchant, who 
is realizing more and more the value of display 
each year, are busy with new ideas and are search- 
ing for new material and decoratives for the forth- 
coming year. 

There is no question but that the year 1924 will 
be the greatest in the history of display. The hun- 
dreds of letters, giving advance information on the 
new year, that have been pouring into the editorial 
offices of this publication prove this beyond any 
reasonable doubt. Many other events the past few 
weeks have also proven it. For instance: 

The Cleveland News publishes a merchandising 
journal, known as “The News, Jr.,” which is mailed 
free to all its advertisers and prospects. In the 
December issue of this newsy little paper there ap- 
peared these words, attractively displayed in a 
heavily bordered advertisement: “YOUR SHOW 


WINDOW IS A VALUABLE ASSET. If you will 
keep it clean and make attractive displays of the 
quality products now being advertised in The News 
it will help wonderfully in increasing both volume 
and turnover. GIVE THOUGHT TO YOUR WIN- 
DOWS.” This is recognition that creates a thought 


at least in the minds of the merchants the paper . 


serves. 


The U. R. Trollygram, a small pamphlet dis- 
tributed by the street railway company in St. Louis 
carried an article in a recent issue urging patrons 
of the car lines to ride down town evenings to ob- 
serve the artistic window displays. This is not 
alone recognition of the art, but should prove con- 
clusively to the St. Louis merchants that their win- 
dow displays are of sufficient importance to rank 
them with other forms of evening entertainment 
for any man and his family. This is true, because 
display windows appeal to all classes of people. 

Accordingly, with the recognition apparent on 
the eve of the new year, it behooves every display- 
man to redouble his efforts to bring the profession 
to its highest standard in 1924 and place it on a 
permanent plane, where increased merit will bring 
the reward it deserves. To this end, The DISPLAY 
WORLD pledges the redoubling of its efforts to be 


of service in accomplishing, for the displayman, this 
important duty. 


’ 





: Following the lead established by 
Dropping Xmas the Detroit Retail Merchants’ 
Abbreviation is a Se : 
Quite Popular Association, in asking stores and 

advertisers of Detroit to elimi- 

nate the word “Xmas” as a substitute for “Christ- 

mas” from all advertising, letters or any other form 

or publicity or communication, other organizations 

throughout the country have started similar move- 
ments. They are to be commended. . 

Abbreviations, except as a matter of necessity 

in hurried correspondence or in the names of cities 

and states, should be unnecessary in the. display 
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field. The campaign conducted in Detroit was suc- 
cessful. It was pointed out that the abbreviation 
“Xmas” sprung up years ago without cause—that 
it grew into the misuse of a significant word, espe- 
cially in the use of holiday displays. 

Just because it is easier and quicker to prepare 
a show card with the four letters, rather than the 
long word “Christmas,” is no reason why it should 
be used, and it can have but few supporters, even 
among the advocates of phonetic spelling. It is to 
be hoped the movement started in Detroit becomes 
universal among displaymen and card writers dur- 
ing the next year. 


between consumer and manufacturer. 

A prolific means of securing more extensive 
window display co-operation from the displayman 
has been through the medium of national window 
contests, in which the prizes sought have been suf- 
ficient to warrant widespread participation. 

So well known are the Knitted OUTERwear, 
Parker, Pen, Everwear Hosiery, Eveready Flash- 
lights, Benjamin Electric, Dr. West’s Tooth Brush, 
Associated Neckwear, Kotex, Corticelli Silk con- 
tests and others, that the value of such events to 
the manufacturers can hardly be questioned. 

But all-important to the members of the display 
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A Most Cheerful Christnas-Tide 
and a Happy and Prosperous 1924 
is the Display World’s Mish 
for All 
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: One of the most significant 
Manufacturers are trend of events in the utiliza- 
Deserving of : : ; 
Co-operation tion of window display as a 

direct sales factor is to be 
found in the consistent manner in which national 
advertisers are seeking its aid. One finds that our 
large manufacturers are bestowing quite a lot of 
effort towards effecting a closer tie-up of their 
products at the till, the retailer’s store, and as they 
are gaining a more intimate knowledge of the prac- 
tical side of display execution are providing, at con- 
siderable cost, dealer display helps that are really 
serviceable and resultful. 

Be it ever so true, the manufacturers reap the 
benefit of their aggressiveness, yet it must not be 
forgotten that the retailer gets his profit first hand. 
It is the retailer who concludes the transaction as 
profession should be the ultimate good that has 
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resulted from these contests in developing a keener 
realization of window display on the part of the 
merchant. It is here that-a far more than selfish 
aggrandizement accrues—the widespread publicity 
to the entire nation develops a proven value for 
window display that could be secured in no other 
way. 

Many a small local merchant has been started on 
a successful career of display utilization through 
the efforts of the publicity department of some of 
our larger national advertisers. This, alone, is suffi- 
cient reason why manufacturers deserve co-operation. 

It is in appreciation, therefore, of this salutary 
influence of the national advertisers’ display efforts 
that they should be given as much co-operation as 
possible. They have blazed the trail, as it were, for 
bigger and better opportunities in display presen- 
tation. 
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_ Piling Up the Profit Percentage 


That’s what the wide-awake, proficient display manager 
does for his boss when full advantage is taken of events 


By GEORGE A. SMITH 
Display Advertising Specialist, New York City 


Printed below and on succeeding pages is an address 
delivered by Mr. George A. Smith to an audience com- 
posed of the displaymen and sales promotion managers 
and assistants of one of the country’s greatest and largest 
manufacturing organizations, and displaymen from many 
eastern dealer representatives. The address, particularly 
directed to the display division, though of intense interest 
and value to those responsible for the formulation and 
direction of national sales campaigns, was made early in 
September, and, was, therefore, intended to illustrate the 


tremendous opportunities afforded in that particular sea- 
son of the year so familiarly known as Harvest Time. 

Mr. Smith’s references on this occasion can be adapted 
to any season of the year, and since any suggestion from 
this master display specialist is pregnant with practical 
judgment and an unsurpassed evidence of buying under- 
standing, the editor is constrained to pass along to the 
members of the profession Mr. Smith’s latest discussion, 
even though particular reference is frequently made to a 
season just passed.—Editor’s Note. 





X] OW is the time when the artist that is in you 
& Key may please the merchandising man who is 
pa" Sy always hovering at your heels, literally and 
figuratively. Autumn and fall offer the richest oppor- 
tunities for window displays that fit in with the mood 
of the buyer and the glory of the season. Individual 
skill and original conception of display effects, within 
the store as well as in its windows, will result in appre- 


ciative comment for your work, and, what is more im- 





portant to your “boss,” appreciative purchases by those 
who view it. 

When autumn rolls around, I cannot help harking 
back to the harvest days in Iowa, when I was but a 
youngster in the game. The corn, long since “laid by” 


and mellowing toward golden maturity, rustled a prom- - 


ising song of full bins when husking time should come. 
The hum of threshing machines could be heard on 
many a forty-acre field, where the shocks of wheat 





Remarkably Instructive Display Showing Method of Tapping Rubber Tree 











stretched out in rows like the bivouacs of a midget 
army. Sleepy locusts droned along the dusty roads. 
Goldenrod and purple velch splashed the highways 
with their color. The scent of late stands of sweet 
clover in marshy places still drew the laboring bees. 
It was a good world to live in—a much better world 
than it is now—if only because I was younger. 

That, friends, is frankly reminiscing; but I wish I 
could give to every real displayman a little of the sense 
of the wonders of harvest time that swims through the 
memory of a son of the corn belt. You need it, if you 
haven’t it, because autumn is a harvest time with the 
merchant and a time when he can afford to glean, along 
with the dividends that go with intelligent merchandis- 
ing, something of the good will of nature, the mother 
force that somehow, season after season, year after 


year, century after century, sees humanity through. 


The heat of the summer’s fruitful travail is gone. The 
goal of plenty is in sight. We can afford to think big 
thoughts of the world around us. We can afford to 
do big things. 

By this time your store has put on something in the 
way of a new dress for the fall. In the cities old pa- 
trons have returned by tens of thousands from shore 
and mountains. In the smaller towns there is an occa- 
sional breathing spell for the out-of-town buyers, and 
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One of G. A. Smith’s Exquisite Displays for The United States Rubber Co., New York City 








those within the municipal bounds are breathing the 
optimism of harvest prosperity. Your public is anx- 
ious to see fall styles. No matter how much father 
has spent for vacations, mother is going to see to it 
that the family does not trail very far behind the fash- 
ions. Sister Sue will get a new wrap and hose and 
shoes ; debutante Sally will prepare a more deadly plan 
of campaign—deadly to pa’s balance in the bank, at any 
rate. Big brother is out for a new suit, also football 
togs, a new rifle, perhaps a rod and reel for the late 
autumn fishing. Even father will have to have some- 
thing, if only re-enforcement for the trousers he is 
wearing out on the old seat. 


Now is a time for selling, and it will not be difficult 
for you to show your stocks so they will sell. It will 
be harder for you to keep from showing them in a 
bromidic way, and if you are not on the alert, no mat- 
ter how good your windows look, you will find that the 
other fellow, with a bit more original twist to his ideas, 
is piling up the percentage on you. 

To display men in general stores and women’s 
shops, I would say: Make your ‘fall fashion show the 
mere beginning of your window campaign, the prime 
mover toward a continuous, steady booking of sub- 
stantial profits. Your public is receptive, ready to see 
what you offer. Women are always curious, at least. 
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Another Example of Mr. Smith’s Unusually Distinctive Display Executions 


Many displaymen outdo themselves on the first big 
“splurge” and then lie back on their oars for a few 
weeks. That is certainly not the right method for 
women’s departments. Once the fashion background 
has been established in the minds of your casual shop- 
per, keep refreshing her interest in your store by con- 
tinual additions, both of new goods and of seasonable 
decorations. Little changes in color scheme, back- 
ground, arrangement of display, are necessary to keep 
the woman buyer interested. She is as casual in her 
buying impulse as a child with its toys. Unless looking 
for a specifically advertised bargain, she will flit from 
store to store, luxuriating in the notion that she is 
going to purchase something. 

Often she doesn’t know just where the money is 
coming from, but she’s going to get it—leave that to 
her. After she has made the rounds of all the stores 
her mind may be as far from a decision as a butterfly’s 
brain is from any conception of logarithms. But there 
will come a psychological moment when, fagged out 
with tramping, she will glimpse a bit of color in some- 
body’s up-to-date store window. That minute the sale 
of her new ‘fall costume will have been made, for no 
reason at all except that you happened to please her; 
you catered. to a whim and a mood at an opportune 
time. The only scientific basis for a consistent per- 


formance on your part is that the gambler’s chance les 
with you, if you have put enough snap and sentiment 
and pictorial quality and attractive merchandise into 
your window. 

Key your efforts at display to the limit of your 
creative ability from the very opening of the fall sea- 
son. Work with your advertising man and merchan- 
dise managers. Consult your buyers, if yours is a 
department store, and don’t let them hold out too many 
treasures for later offerings. All summer long the pub- 
lic has been looking at the cluttered evidence of your 
store’s overstocks in one thing and another. What 
there is plenty of, nobody wants, except at the bargain. 
The switch to new, exclusive creations, different fab- 
rics, is a psychic stimulus, and it is up to you to make 
the most of it. 

Brilliant foliage and flowers are at your command. 
Ripened fruit hangs from the trees. Even the city- 
shackled have access to fair imitations of the best of 
nature’s window trimming. Let them go out and 
choose wisely, generously, after a trip in-the open to 
see what’s what in God’s country. Display your 
autumn merchandise, whatever it may be, against sim- 
ple backgrounds, and be sure that your setting, when 
worked out, wll draw attention to your merchandise, 
not just to the window. 
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A series of super-photo plates illustrating 
effective display presentations by 
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Upper Left, Display by Wm. D. Snellar, for Wm. Gushard Co., Decatur, Ill.; Upper Right, Display by 

G .Gordon Myers, for John R. Coppin Co., Covington, Ky.; Center, Display by W. Z. Coy, for Pelle- 

tier Stores, Topeka, Kans.; Lower Left, Display by Wilhelm Nelson, for J. C. Penny Co., Devil’s Lake, 
N. D.; Lower Right, Display by E. W. Samsel, for Parker's, Davenport, Iowa. 
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Upper Left, Display by Fred Ashfield, for Bryson-Graham, Ltd., Ottawa, Canada; Upper Right, Dis- 

play by John T. Mackey, for Herpolsheimer’s Grand Rapids, Mich.; Center, Display by J. T. Northrop, 

for Smith-Winchester Co., Jackson, Mich.; Lower Left, Display by J. H. Hilton, for O’Brien-Jobst 
Co., Peoria, Ill.; Lower Right, Display by W. Z. Coy. for Roland’s, Springfield, Ill. 
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Upper Left, Display by S. B. Goins, for Rosenthal Dry Goods Co., Beaumont, Texas; Upper Right, 
Display by E. Mason, for Millner’s, Lynchburg, Va.; Center, Display by A. S. De Vries, for Dancer- 
Brogan Co., Lansing, Mich.; Lower Left, Display by Donald D Kester, for Freundlich & Co., Mans- 
field, Ohic; Lower Right, Display by Alson Brubaker, for Walker Bros., Fargo, N. D. 
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Upper Left, Display by E. W. Samsel, for Young-Quinlan’s, Minneapolis, Minn.; Upper Right, Dis- 
play by Geo. E. Prue, for Jordan-Marsh Co., Boston, Mass.; Center, Display by John D. Smith for the 
John Mockett Co., Toledo, Ohio; Lower Left, Display by Paul Lupo, for Barker Bros., Los Angeles, 
Calif.; Lower Right, Display by Roy F. Cotterell, for Wilcox Department Store, North Platte, Nebr. 
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Ornamentation in Window Display 


Byzantine style of architecture had an important influence 
and proved base to decorative art in East 


By HENRY SHERROD 
Display Manager, Stewart Dry Goods Co., Lousville, Ky. 


2) HE vagueness with which writers on Art have 
Mi treated the Byzantine and Romanesque styles 
of architecture, even within the last few years, 
has extended itself also to their concomitant decora- 
tion. This vagueness has arisen chiefly from the want 
of examples to which the writer could refer; nor was 
it until the publication of Salzenberg’s great work on 
Sta. Sofia at Constantinople, that we could obtain any 
coffplete and definite idea of what constituted pure 
Byzantine ornament. San Vitale, at Ravenna, though 
thoroughly Byzantine as to its architecture, still af- 
forded us but a very incomplete notion of Byzantine 
ornamentation. 

We required what the ravages of time and the 
whitewash of the Mohamedan had deprived us of, 
namely, a Byzantine building on a grand scale, exe- 
cuted during the best period of the Byzantine epoch. 
Such an invaluable source of information has been 
opened, and we recommend all those who desire to 
have a graphic idea of what Byzantine decorative art 
truly was to study Herr Salzenberg’s beautiful work 
on the churches and buildings of ancient Byzantium. 

We perceive in “Byzantine style” that various 
schools have combined to form its peculiar character- 
istics, and we shall proceed to point out briefly what 
were the principal formative causes. 








Department Trims Effectively Handled by Manly Curtis, Lewis Bros., Inc., Lansing, Mich. 


Before starting, please impress upon your mind that 
without pretense and without bungling, the builders 
did what was required in a free and great way; but 
it was done in noble materials under the guidance of a 
fine tradition. Byzantine architecture at its best gives 
us a romantic feeling of freedom with a classical sense 
of order; it followed a law of liberty. _ 

Even before the transfer of the seat of the Roman 
Empire from Rome to Byzantium, at the commence- 
ment of the fourth century, we see all the arts in a 
state either of decline or transformation. Certain as 
it is that Rome had given her peculiar style of art to 
the numerous foreign peoples ranged beneath her sway, 
it is no less certain that the hybrid art of her provinces 
had powerfully affected the center of civilization. 


The necessity which Constantine found himself : 


under when newly settled in Byzantium, of employing 
Oriental artists and workmen, wrought a still more 
vital and marked change in the traditional style; and 
there can be little doubt but that each surrounding 
nation aided in giving its impress to the newly formed 
school, according to the state of its civilzaton and its 
capacity for art, until at last the motley mass became 
fused into one systematic whole during the long and 
(for art) prosperous reign of the first Justinian. 

In this result we cannot fail to be struck with the 
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important influence exercised by the great temples and 
theaters built in Asia Minor during the rule of the 
Caesars; in these we already see the tendency to elip- 
tical curved outlines, acute pointed leaves, and thin, 
continuous foliage without the springing ball and 
flower which characterize Byzantine ornament. 

In absence of authentic dates we can not decide 
satisfactorily how far Persia influenced the Byzantine 
style, but it is certain that Persian workmen and artists 
were much employed at Byzantium. 

Rome, Syria and Persia all took part as formative 
causes in the Byzantine style of art and its accompany- 
ing decoration, which complete, as we find it in Jus- 
tinian’s time, reacted in its new and systematized form 
upon the Western world undergoing certain changes 
in its course; and these modifying causes, arising from 
the state of religion, art, and manners in the countries 
where it was received, frequently gave it a specific 
character and produced in some cases corelative and yet 
distinct styles of ornament in the Celtic, Anglo-Saxon, 
Lombardic and Arabian schools. Placing on one side 
the question of how far Byzantine workmen or artists 
were employed in Europe, there can be no possible 
doubt that the character of the Byzantine school of 
ornament is very strongly impressed on all the earlier 
works of Central and even Western Europe. 

Pure Byzantine ornament is distinguished by 
broad-toothed and acute-pointed leaves, which in sculp- 
ture are beveled at the edge, are deeply chaneled 
throughout, and are drilled at the several springings 
of the teeth with deep holes. The ground, whether in 
Mosaic or painted work, is almdst universally gold; 
thin interlaced patterns are preferred to geometrical 
designs. The introduction of animal or other figures 
is very limited in sculpture, and in color is confined to 
holy subjects, in a stiff conventional style, exhibiting 
little variety or feeling. Sculpture is of very secondary 
importance. 

Important as we perceive the influence of Byzan- 
tine to have been in Europe, from the sixth to the elev- 
enth century, and still later, there is no people whom 
it affected more than the great and spreading Arab 
race, who propagated the creed of Mahomet, conquered 
the finest countries of the East. In the earlier build- 
ings executed by them at Cairo, Alexandria, Jerusa- 
lem, Cordova, and Sicily, the influence of the Byzan- 
tine style is very strongly marked. 

The traditions of the Byzantine school affected 
more less all the adjacent countries. In Greece they 
remained almost unchanged to a very late period, and 
they have served in a great degree as the bases to all 
decorative art in the East and in Eastern Europe. 





STILL WINNING PRIZES IN NEBRASKA 
W. W. Stevenson, display manager for Stevenson’s 
Cash Drug Stores, Broken Bow, Neb., continues to win 
national prizes in window display contests. In addition 
to capturing several prizes a year ago, Mr. Stevenson 
recently landed several others. 


Eight Windows Boost Lamp Sale 


Twenty-five carloads disposed of through use 
of displays in New York store 


Eight display windows, plus néwspaper advertising, 
sold twenty-five car loads of lamps for Gimbel Brothers’ 


.New York store, beginning November 19 and closing within 


a few days. 

The combination of stores made the lamp purchase from 
Kaplan, Inc., 215 West Ohio Street,. Chicago. After the 
twenty-five car loads were delivered intensive newspaper 
advertising was indulged in for several days prior to the 
sale. It was announced that the sale would be held simul- 
taneously on. five floors—street floor, fifth, sixth and sev- 
enth floors, downstairs floor and balcony. It was an- 
nounced that every lamp would stand complete with shade, 
bulbs, silk lamp cord, adjustable clusters and two-piece 
plug. 

A precedent was established asking people to carry 
their shades home. This saved packing and delivery and 
eliminated unavoidable errors. 

The feature, however, that proves the drawing power of 
window display was the fact that eight windows were used 
in displaying the articles for sale. Andrew Hopkins, clever 
display manager for Gimbel Brothers, presented his usual 
high-class windows, using a few pieces of furniture in each 
to show the use of the lamps. The illumination at night 
was exceptionally artistic. Two windows on Thirty-third 
Street, two on Broadway, two on Thirty-second Street and 
two on the thoroughfare of the downstairs store were used. 

Eight window displays moved twenty-five car loads of 
lamps! Another achievement for display! 





CRYSTAL BALL BRILLIANT SUCCESS 


The Fourth Annual Crystal Ball of the Buffalo Dis- 
playmen’s Association, held recently at the Hotel Statler, 
in Buffalo, was a brilliant success, and featured live model 
draping of uncut silks and fancy dancing. The attendance 
was exceptionally good. The draping exhibition was con- 
ducted by E. P. Browder, Geo. S. Robinson, P. J. Bellanca, 
assisted by Misses Gertrude Sommerfeldt, Edith Gitzer 
and Louise Michaels, the models being draped as brides 
an bridesmaids, representing a wedding. Norman Kaiser 
acted as groom. The wedding march was played by Robert 
Munn. Bouquets were made by John Fiblecorn. The 
pupils of Mrs. Munger’s Dancing School gave a unique 
and interesting program of fancy dancing, the little girls 
being particularly graceful. 

The most spectacular feature of the decorations was 
a huge revolving crystal ball, mounted high on the stage. 
Colored lights played on this and created a charming 
effect. 





HELPS KIWANIS CLUB WITH GOOD DISPLAY 


Fred Ashfield, display manager for Bryson-Graham, Ltd., 
Ottawa, Canada, aided the recent minstrel show of the 
Kiwanis Club in his city by an effective widow display, 
coupling it up with an array of toys. A number of unique 
cards were used, containing epigrams regarding the par- 
ticipants in the minstrel and surmounted by some clever 
figures in blackface. Mr. Ashfield was highly commended 
for the display in Ottawa newspapers. 

The recent visit of Clem Kieffer, Jr., convention director, 
to Ottawa, was much enjoyed by displaymen there, accord- 
ing to Mr. Ashfield, and his lecture was thoroughly appre- 
ciated. “I am looking forward to hearing the buffalo roar.” 
Ashfield says, in commenting on the June convention of the 
I. A. D. M., which he expects to attend. 


e 
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‘Christmas Display Aided by Parade 


Gorgeous floats and gilded chariots form dignified outdoor 
event preceding opening of elaborate windows 


connection with some special store event, 
serves to cheapen the prestige of that store in 
the community. This is particularly true of stores in 
the smaller cities. With this in mind, Younker Broth- 
ers, of Des Moines, Iowa, planned a parade that would 
be thoroughly in keeping with the other features of 
their 1923 Christmas display, and it proved to be the 
hit of the year, in an advertising way, in the Iowa 
_ state capitol city. The parade was so elaborate that it 
lost all the atmosphere of a “bally-ho,” and, as a mat- 
ter of fact, proved to be a gorgeous, glittering pageant 
in the same parlance as the circus parade. 





Younker’s Toyland opened Saturday, November 17, 
with this big downtown parade. Real circus floats were 
used. These were borrowed from one of the country’s 
circuses and shipped from winter quarters on a special 
train. Every float and chairiot was drawn by Shetland 
ponies, with from eight to ten ponies each. There 
were buglers, old-woman-in-shoe, pages with banners, 
show queen, etc., and, of course, old Santa Claus him- 
self, “red-garbed and with cheeks like Jonathan apples 
and a smile that the kiddies could not resist,” as one 
onlooker wittily described. 


The parade started in the Rock Island station, as 
Santa and the circus arrived upon a special Rock 
Island train at 10 o’clock, a.m. They wound about 
downtown popular streets, and eventually landed in 
front of the Younker Brothers’ store. Santa made a 
quick dart for the Younker Brothers’ toyland and hun- 


SUALLY, an outdoor parade, or “bally-ho” in 


dreds of childish feet clamored for steps that their 
owners could not see for the crowds that jammed every 
upward passageway to Toyland. 


The parade was the most unusual event ever known 
in the history of Des Moines’ mercantile establishments. 
To have all the embellishments of a circus parade, yet 
reduced to miniature, and with the use of more than 
one hundred ponies, the music of bands and all the 
pageantry of a great event, it brought to the attention 
of thousands of persons who lined the streets the fact 
that modern outdoor advertising, linked up with proper 
display both in windows and newspaper space, brings 
results. The parade was dignified and impressive, yet 
struck the responsive chord in the child heart. 

Toyland was all aglow for the generous reception 
of Santa and his young admirers, and it is doubtful if 
any store in a city of the size of Des Moines in recent 
years has presented such an elaborate toy department 
display. Months were spent in preparation for the 
event. 

The Younker window displays were rivals for the 
admiration of the downtown crowds. Each window 
was a direct importation from European countries, and 


‘this was only the second time each had been shown in 


this country. Eight huge settings, each covering a 
double window, comprised these displays. The well 
known child subjects, Clown revolving, Humpty Dump- 
try, Jack and Jill, Hi Diddle Diddle, Little Bo Peep, 
Red Riding Hood, Old Woman in Shoe, Bear and 
Teeter Totter, were all there, displayed in true form 





One of the Nursery Rhyme Windows by C.J. Benedict for Younker Bros., Des Moines, Ia. 
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Attractive Red Riding Hood Window, Part of Display, Younker Bros., Inc., Des Motnes, Ia. 


to nursery rhymes and with life-like figures. 

To Carl J. Beriedict, display manager for Younker 
Brothers, goes the credit for providing this remarkable 
outdoor event, as well as the execution of the windows. 
Mr. Benedict worked untiringly on the preparation of 
the displays for months. 

The public schools have sent, and will contine to 
send until the holiday season is finished, in care of two 
or three teachers, all of their smaller pupils downtown 
to view the holiday windows, and of course a trip to 
Toyland is included. From twenty to twice that num- 
ber of children is an easy estimate of each trip. Asa 


result, the rural and out-of-town schools are calling in 
to ask how long the windows will “be in,” and if there 
will be time for them to bring their youthful charges in, 
according to the enthusiastic statement of Mr. Bene- 
dict. He estimates that children within a radius of 
several hundred miles will know of these windows, and 
letters come continuously from all over the country 
making inquiries regarding photographs and other sug- 
gestions in connection with the remarkable displays. 

The use of this great program of Christmas display 
in a city of a little less than 150,000 population, means 
that the value of display is recognized. 


0<—00<—00-<—00<——0 


UNUSUAL THEATRE MODELS IN EAST 


The windows of the Outlet store» Providence, R. L, 
attracted the crowds in November, due to an unusual 
theatre model installed by Converse & Company, of New 
York City, to display their Fruit of the Loom products. 
The model had four scenes, and each time the curtain 
descended it displayed a big Fruit of the Loom ticket. The 
four changes were distinct and depicted various uses of 
the product. 

Great interest was manifested in the window display of 
the Mendel & Harris store in New Haven, Conn., with an 
Animated Miniature Theatre, the first showing of the 
unique device in that city. The display of real, live models 
on a stage barely a foot square was sufficient to bring 
gasps of astonishment from the crowds. A. Baum, of the 
Animated Miniature Picture Theatre Corporation, New 
York City, had charge of the installation, and personally 
supervised the attraction during its stay in New Haven. 





Cleveland windows greatly aided the Community Fund 
campaign for $4,200,000 this year by special displays. The 
drive takes place in November of each year, and is one of 
the largest conducted by any city in the country. The 
Halle Bros. Co., the Linder Coy., Higbee Co., William Tay- 
lor Son Co., the May Co., the Ames Co., and several others 
presented unique and artistic displays. . 


WILL OPEN STORE IN COLUMBUS 
C. W. Simpson, proprietor of the Simpson Company’s 
women’s apparel and dry goods store, of New Philadelphia, 
Ohio, has leased a three-story building opposite the State 
Capitol, in Columbus, Ohio, and will establish a second 
store in the new location. Special attention will be given 
to display features. 





HONOR PITTSBURGH STEEL CONVENTION 
An attractive window display was prepared recently for 
the Jos. Horne Co., Pittsburgh, by that clever artist, Carl 
F. Goettman, in honor of the visit of the members of the 
American Society for Steel Treating, which were holding 
their annual convention in Pittsburgh, and also an exhibit 
in Motor Square Garden. 





The Eastman Kodak Company has just issued, from its 
headquarters in Rochester, N. Y., a very interesting book 
on “Window Displays in Winter for Kodak Dealers.” All 
departments of photographic display are covered in the 
booklet, which is attractively illustrated. 





W. J. Randolph, has become display manager for the 
J. S. Wolff Clothing Co., the Hart, Schaffner & Marx store 
of St. Louis. Until recently Mr. Randolph had been display 
manager for the O’Brien-Jobst ,Co. Peoria, Ill. 
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Contests Creating Increased Sales 


-- Manufacturers of nationally advertised products are much 
pleased with results of keen competition 


—JOTICEABLE increase’ in the sales of nation- 
ally advertised products by manufacturers has 
been reported following several nation-wide 
window display contests conducted during the months 
of October, November and December. The high merit 
of the winning displays proves that the competition 
was keen, and in that spirited rivalry the manufac- 
turers benefited. The additional demand was created 
for the product, and some new ideas given the pro- 
ducer for future advertising campaigns. The display- 
man also benefited, for it not only added to his gallery 
of displays, but in seeing the displays of his rival con- 
testants through the photos sent out by those conduct- 
ing the contests he gained some new thoughts. These 
will be valuable to him later. 
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A contest that was notable was conducted by the 
Benjamin Electric Manufacturing Co., of Chicago, for 
the Hallowe’en season. This particular display was to 
advertise two-way plugs, and a difficult subject for an 
attractive window. The result of the contest is best 
gleaned in the report of S. A. Martinez, which follows, 
‘in part: : 

“I spoke to a number of men in the advertising de- 
partment of the Benjamin Electric Mfg. Co., Chicago, 
including Mr. P. A. Powers, advertising manager and 
his principal assistants, to learn wherein this Two-Way 
Plug Hallowe’en Window Contest, of which I had 
heard so much, was different ; what it had accomplished 
and the like. The whole story of the wonderful re- 
sponse on the part of dealers, the splendid and numer- 





First Prize Benjamin Contest, Stubbs Electric Co., Portland, Oregon; E. T. Hunter, Displayman 
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First Prize, Corticelli Silk Contest, Cities Under 25,000, by E. P. Lavin, Yowell-Drew Co., Orlando, Fla. 


ous photographs submitted, and the records of in- 
creased sales would require more space than is avail- 
able. However, here is, in part, the lesson I learned, 
which is of particular interest to dealers who are look- 
ing for better results in the way oi direct sales from 
their window displays. 

Two-way plugs are familiar to.every dealer in elec- 
trical goods. They have become a staple item for many 
dealers, who as a result have fallen into the habit of 
selling them as a matter of course rather than mer- 
chandising them: The consequencesof this has been 
that the sale of two-way plugs, while consistently good, 
was not as great as their wide application and use 
would indicate that it should be. The Benjamin Com- 
pany felt that with their complete line of two-ways, 
possessing such advantages as the exclusive swiveling 
feature, compactness, and the like, the time was right 
to give dealers some unusual sales assistance. 

It was decided that some good window trimming 
material would bring the greatest returns in direct 
sales for dealers. However, the time was short for 
preparing an elaborate display, but this was no great 
obstacle. It was thought that the dealers could make 
more profitable use of window trimming material, such 
as they would ordinarily buy for their own special win- 
dows, than they could with any printed or processed 
display that could be prepared in the short time that 
was available. How true this judgment was is shown 
by the wonderful response on the part of the dealers. 

To add interest and enthusiasm to the use of the 
display material and to ascertain more fully the desires 


of dealers for window trimming helps, fourteen prizes 
were offered for the best windows submitted. The 
terms of the contest were simple. All the dealer was 
required to do was to send in his entry, use the display 
material during Hallowe’en week and submit a photo- 
graph by November 10. Naturally enough, the display 
material carried out the Hallowe’en motif. Each dealer 
who entered the contest received a package of supplies, 
they were literally supplies, containing one roll each of 
orange and black crepe paper, black crepe paper, 
orange crepe paper, orange crepe ribbon, black crepe 
ribb@n, four merchandise or window cards, and two 
window strips, 8 x 44 inches, in black and orange. 

The first announcement’of the contest was made to 
dealers in a mailing folder which gave the terms of 
the contest and a few suggestions for trimming win- 
dows. Three sketches of Hallowe’en windows were 
also shown in. the folder. The rest was left to the 
dealer. Besides the mailing piece, announcement of 
the contest was made in page advertisements in the 
October issue of two electrical papers. 

The response was splendid, so splendid in fact that 
the Benjamin Company was almost swept ‘off its feet, 
as it were, by the number of dealers who requested 
window material. On account of the very short time 
between the announcements and Hallowe’en week, it 
was thought that 500 window trims would take care of 
inquiries, but these were used up in a few days. A 
second and a third order of 500 each were rushed to 
completion and a fourth order was necessaty to fill the 
requests for supplies. 
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The campaign went over with a bang. Hallowe’en 
week was scarcely under way before letters began to 
reach the Benjamin offices from enthusiastic dealers. 
Several dealers regretted the fact that their windows 
had caused so many sales that they had not only sold 
out their stocks of Benjamin Two-Ways from their 
shelves, but had to rob their windows of plugs to take 
care of their customers, and as a result could not take 
a representative picture of the windows. 

And then the photographs started to come in, and 
with them letters that told of increases in sales. One 
dealer sold more two-way plugs the first day his win- 
dow was in than he had sold in the thirty days preced- 
ing the display. Other dealers told of sales of ten to 
a hundred and more two-ways. 

The judges, A. A. Gray, president A. A. Gray & 
Co., advertising; John M. Rodger, electrical retailing, 
and Howard Ehrlich, jobber’s salesman, all of Chicago, 
had a hard time determining the winners. Awards 
were made by the judges as follows: 

First, $100, Stubbs Electric Co., Portland, Ore. 
Second, $75, The Electric Sales Co., Columbus, Ohio. 
Third, $50, The P. & A. Elec. Sup. Co., Mansfield, 
Ohio. Fourth, $25, Seger Electric Co., Edison Park, 
Chicago, Ill. Ten dollars to each of the following: 
Fifth, Newark Electrical Supply Co., Newark, N. J. 
Sixth, Berkshire Electric Co., Pittsfield, Mass. Sev- 
enth, Conklin Electrical Co., Ventura, Cal. Eighth, 
Middlebrook Electric Co., Birmingham, Ala. Ninth, 
Rumsey Electric Co., Philadelphia, Pa. Tenth, Na- 
tional Electrical Supply Co., Washington, D. C. Elev- 
enth, Correll Electric Co., Columbus, Ohio. Twelfth, 
White Electric Co., Berkeley, Cal. Thirteenth, Hat- 
tiesburg Traction Co., Hattiesburg, Miss. Fourteenth, 
Knecht-Feeney Electric Co., Mt. Vernon, Ohio. 

How alive the dealers are is also shown by the fact 
that a Thanksgiving Window Trimming Contest, con- 
ducted by the Benjamin company under the same con- 
ditions as the Hallowe’en contest, has drawn over 2,700 
dealer entries. Full announcement of this contest will 
be made in a later issue. 

. ee 

A second contest of wide interest was that con- 
ducted by the Corticelli Silk Company, Florence, Mass. 
Corticelli Silk Week was featured all over the United 
States, and dealers in all parts of the country displayed 
Corticelli Silks in their windows and featured them in 
their newspaper advertising during this week. To 
stimulate interest in the event the company offered cash 
prizes for the six best windows in cities of 25,000 pop- 
ulation and over, and also for the six best in towns of 
under 25,000. The prizes offered for each of the two 
classes were the same, and in this way the contest was 
made absolutely fair for all stores. 

First prize in the city class was awarded the Fa- 
mous & Barr Company’s store at St. Louis. This win- 
dow was the artistic work of Joseph Chadwick, dis- 
playman. The first award for the cities under 25,000 


population went to The Yowell-Drew Co., of Orlando, 
Florida, and the window was the splendid work of E. 
P. Lavin, display manager. Mr. Lavin’s work can be 
considered of exceptionally high merit for a city the 
size of Orlando. The illustration gives an idea of its 
high standing. A setting was used in background of 
taupe velour and fall foliage. The figure was draped 
according to the illustration used in Corticelli national 
advertising, showing the use of the silk in the com- 
pleted frock. . 

Prizes were awarded on the basis of artistic arrange- 
ment, originality of display, and the prominence with 
which Corticelli Silks were featured. H. L. Hancock, 
of the advertising department of the Corticelli Silk 
Company, is authority for the statement that the con- 
test was one of the most successful events the manu- 
facturers had ever been interested in, and they feel it 
was instrumental in increasing the silk business of 
every dealer who entered the contest. 

The prize winners follow: Division 1, stores in 
cities under 25,000 population: First, E. P. Lavin, for 
Yowell-Drew Co., Orlando, Fla; second, B. J. Graham, 
for Stewart-Lucky Co., Okmulgee, Okla.; third, Ed. 
Swank, for Louis Bischof, Crawfordsville, Ind.; 
fourth, Fred. Schrubbe, for K. I. Haugen’s, Decorah, 
Iowa; fifth, C. W. Harrell, for Harter Mercantile Co., 
Ponca City, Okla., and sixth, T. M. Mitchell, for Frey 
& Collins, Canon City; Colo. 


Division 2, stores in cities of 25,000 ‘cindten or 
over: First, Joseph Chadwick, Famous & Barr Co., 
St. Louis, Mo.; second, Robert W. McKnight, Rankin 
Dry Goods Co., Santa Ana, Cal.; third, John H. Eiff, 
A. Livingston & Sons, Bloomington, Ill.; fourth, J. C. 
Tormey, C. W. Hall Dry Goods Co., Green Bay, Wis. ; 
fifth, L. R. Slanker, Day-Jones Dry Goods Co., Pu- 
eblo, Colo. ; sixth, G. Gordon Meyers, John R. Coppin 
Co., Covington, Ky. 





VETERAN DISPLAYMAN IN NEW JOB 


Homer Bowers, who for the past twelve years has been 
the genial display manager with M. B. Monn, of Shelby, 
Ohio, has accepted a position with the Hemmeter-Martin 
Company, of Salem, Ohio, where he will have an opportu- 
nity to broaden the scope of his work. Mr. Bowers is 
one of the veteran displaymen of northeastern Ohio. 





BEAUTIFUL DISPLAYS OUT IN ARIZONA 


What were declared by competent judges to be the 
most beautiful window displays ever placed in Phoenix, 
Arizona, were installed recently by L. J. Bell, display man- 
ager, for N. Diamond & Brother. These displays were 
inaugurated during the annual horse-racing events in Phoe- 
nix, and were extremely popular with patrons of the popu- 
lar winter resort. 





NEW DISPLAYMAN FOR STORE IN ELMIRA 


E. J. Hamilton, who recently returned to his former 
home in Rochester, N. Y., is the new display manager for 
Iszards & Co.,-Elmira, N. Y. The firm is constructing a 
huge, new store, and will have some exceptionally fine 
display windows for Mr. Hamilton’s effective work. 
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Putting Ann in Anniversary Is Success 


Unique idea carried out in connection with great sale at Baltimore 
creates tremendous amount of interest with public 









NN’S coming! Who is Ann? 

Ann’s here! Ann Who? Why, Ann-iversary! 
With these slogans made paramount in all 
advertising and window displays, the store of Brager, 
Inc., Baltimore, Md., recently celebrated its fortieth 
anniversary with some remarkable displays and some 
equally remarkable results. It was one of the notable 
anniversary celebrations held in the,country during the 
year just closing. 

The display features, as usual, were in charge of 
the well known displayman, Milton Hartmann. Spe- 
cially priced merchandise was principally exhibited, and 
one of the greatest items of the entire display was the 
sale of aluminum ware. The entire bargain basement 
was given over to this, and a special window display 
was used. 

The grouping of the millinery display was excep- 
tionally attractive and is reproduced in the illustration 
accompanying this article. The Fortieth Anniversary 
Sale design, which was adopted for all the advertising 
in connection with the event, was carried out on all 
wrapping paper, even the small merchandise envelopes 
containing a pretty design in colors to remind the pur- 
chaser of the anniversary. 

The principal details of the event have been set 
forth for The DISPLAY WORLD by Bert M. Bacha- 
rach, editor of Team Spirit, the store’s house journal, 
which also had an attractive anniversary number. Mr. 
Bacharach says :- 
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“To the public, the first intimation of anything out 
of the ordinary was given a week before the sale in a 
full-page newspaper ad portraying a girl’s head and 
bearing the legend, ‘Ann is coming—watch for her.” 
Several days later the advertisement was repeated with 
“Ann is coming—watch for her tomorrow.” On the 
day previous to the sale, 50,000 homes in Baltimore 
were the recipients of circulars, copies of our news- 
paper ad, together with our house organ, Team Spirit. 
Any person receiving these ads was entitled to visit the 
store on ‘Courtesy Day’ (the day previous to the open- 
ing) and purchase their wants. On this day the store 
was completely decorated with palms, flowers, festoons 
and large cards announcing. our fortieth anniversary. 
Enthusiasm was rife even previous to the opening of 
the sale, due to a big banquet given at the Southern 
Hotel for all employees the night previous to the open- 
ing day. 

“Throughout the sale the idea of ‘Ann is here’ was 
carried out in all our advertising, display cards and 
decorations. Clever cut-out wood posters were sup- 
plied by one of Baltimore’s best known artists, and 
these on their easels made a very attractive decoration 
for our windows. On the opening day flowers were 
received from the various stores in town, and these 
were placed in the front part of the store. 

“There were many other factors in the success of 
this sale, too numerous to mention, but the thing of 
interest, I am sure, is the idea of ‘Ann-Iversary.’” 











Millinery Display by Milton Hartmann, for Brager’s Anniversary, Baltimore, Md. 
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$20,000 Christmas Window Sets Record 


Tony Sarg, great cartoonist-marionette star, enters display 
field in remarkable showing at Macy store 





BY NE of the most unique and attractively ani- 
iQ | mated Christmas toy window displays ever 
oe presented by a store was thrown open to the 
public the latter part of November by R. H. Macy & 
Co., Inc., in its new 66-foot display window on the 
34th Street side of its building. 

The display, an accurate portrayal of the famous 
characters of story-book land, has been created by 
Tony Sarg, the famous artist who has revived the in- 

terest in marionettes. The cost to the store is placed 
“at an amount greatly exceeding $20,000, and the re- 
search work preparatory to making the scenes accurate 
and the working out of the details has been in progress 
since last June. 

This is an illustration of the growing interest that 
merchants are taking in attractive displays and the high 
value which they are placing in them as a “high grade” 
silent salesman. This window, which is on a revolving 
platform, is a revival of the moving shows that this 
store was once famous for when they were located at 

















Sketch of Old Woman in Shoe 


14th Street and Sixth Avenue. This is the first in- 
stance that Mr. Sarg has used his talent in creating 
window displays. It is more than likely he will again 
be called on to show his talent in other stores. 

Twenty-six scenes from childhood stories are pre- 
sented on a revolving platform, and in each scene there 
are moving individuals. So much consideration has 
been devoted to detail, that even the lighting effects 
have been worked out scientifically. If one ever sought 
a reminder of the old days of childhood or cherished 
a desire once again to take a peek into those days when 
everything was a fantasy, and the mind sought nothing 
but pleasure, he will revel in the sight that passes be- 
fore him in the Macy window. 

If you have ever longed to feel once more the thrills 
of childhood when Jack and Jill fell down the hill, and 


Little Red Riding Hood was nearly eaten by the wicked 
wolf, and the whole great army of soldiers marched 
between the Giant Gulliver’s legs, and Humpty Dumpty 
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Mechanical Humpty Dumpty Set 


fell off the wall, then you. must see the “Puppet Pa- 
rade” in the Macy window. If you were tall, you 
would peer over the heads of the others; and if you 
were small, you would worm your way into a place of 
advantage for witnessing this great sight. 

Scenery has been built in the front part of the win- 
dow to give the appearance of seven stages. The re- 
volving platform carries each scene past each stage, so 
that seven different audiences can see at the same time. 
The scenes shown follow: 

Rip Van Winkle; Robinson Crusoe; Jack and the 
Beanstalk; Ali Baba and the Forty Thieves; King 
Cole; Alice in Wonderland, in three scenes; Jack and 
Jill; Little Red Riding Hood, in three scenes ; Gulli- 
ver’s Travels; Noah’s Ark; Treasure Island ; Humpty- 
Dumpty; Old Woman That Lived in a Shoe; Goldy 
Locks and the Three Bears; Hansel and Gretel, in two 
scenes ; Cinderella, in two scenes ; Puss in Boots; Hey 
Diddle--Diddle ; Old Mother Hubbard, and the Three 
Little Kittens That Lost Their Mittens. 

The Gingerbread House in the episode of Hansel 
and Gretel has the distinction of being constructed of 
real candy. The roof is a special compound of gum 
drops, candied fruits and gingersnaps. Two great 
peppermint sticks form the doorposts. In the garden 
appears a tree with real lollypops growing as fruit. 

One of the most interesting scenes is that of Gulli- 
ver’s Invasion of Lilliputia. An apparently endless 
array of infantry, reinforced by cavalry detachments 
and artillery, march on Gulliver to the cheers of an 
excited populace on balcony and roof. Tiny concealed 
springs move the various limbs of the 150 actors in 
this scene. 

Another scene that proves fascinating is that of 
Noah’s Ark, with more than fifty animals, every con- 
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ceivable type from chickens to elephants, marching in 
pairs into the Ark. Even the small dove is there, 
hovering overhead on an invisible spring. A new rec- 
ord for the running high jump is probably achicved 
when the cow in the Hey-Diddle Diddle scene gets into 
action. It is part of the show to keep jumping over 
the moon, while the Cat, Dish and Spoon make merry 
in the foreground. 

Thrilling in good measure is the adventure of Ali 
Baba and the Forty Thieves. You all remember how 
Morgana discovers the robbers hiding in the oil jars; 
they’re pretty villiainous looking as they bob up out 
of the jars to see if all is well. Then there is that 
merry old soul, King Cole, with his fiddlers three in 
action, and the court fool doing funny antics. Three 
scenes are devoted to Alice in Wonderland, in one of 
which our heroine is pouring tea at the Mad Hatter 
Tea Party; in another, with the Duchess who is nurs- 
ing a baby; and in a third, with the caterpillar sitting 
on a huge mushroom. The settings for these scenes 
follow the famous drawings of John Tenniel, the Eng- 





Mr. Sarg’s Sketch of Himself 


lish artist who made Alice in Wonderland illustrations 
classics of today. 

In all your childish imagination, Jack never climbed 
the beanstalk any more realistically than Mr. Sarg has 
made him do. Then there is Robinson Crusoe and his 
man Friday, who is waving a rabbit that Crusoe has 
just killed. The island is in all its natural glory, too. 
Down near Treasure Island, heroic Jim Hawkins is 
hiding in an apple barrel on the deck of the “Hispan- 
iola,” overhearing John Silver’s plot with the pirates. 
There was an Old Woman Who Lived in a Shoe, and 
who is shown in the act of spanking the last of her 
kids before putting him to bed; the rest are all crying. 

Goldy Locks and the Three Bears do their bit, too, 
and the bears are wondering who has been tampering 
with their food, while Goldy Locks sleeps in a little 
bed upstairs. Perhaps the most beautiful of all is the 
coach scene from Cinderella, where. she is driving in 
. regal splendor to the Prince’s palace. The two ugly 
sisters are frightfully so in another scene. Puss-in- 
Boots is received by a gorgeously gowned Queen; Old 
Mother Hubbard is lodking into an empty cupboard 
while her disappointed dog is throwing his head up 
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No. 800 


| Price Card Stand 


Lowest Priced Screen on the Market 


Colored lighting effects 
now possible at moderate 
cost, by using our reflector 


» screen No. 754 as shown. 


Fits almost any shape of 
reflector up to 10-in. diam- 
eter. Adjusts instantly to 
different shapes and sizes. 


Takes 10-in. x 10-in. col- 
ored gelatine sheets in red, 
green, blue and amber. 


Price per dozen for re=- 


flector screen only, without 
gelatine sheets, $7.20 doz. 
Gelatine sheets, red, green, 
blue, amber, $1.00 doz. Price 
F. 0. B. Jackson, Michigan. 


We also manufacture a line of Weight- 
ed Base Price Card Stands, T Stands, 
etc., high quality brass covered bases 
and solid brass tubing uprights. at very 
moderate prices. 


Send for our catalog No. 35, showing 
complete line. 


J. B. Timberlake & Sons 
JACKSON, MICH. 


SOLE MFRS. 


Store Display Fixtures, Sheet Metal and 


Wire Specialties 


























Does Your Window 
Attract Business? 


Your window is your most expensive salesman. 
Do you help it make sales for you? A good 
window attracts favorable attention, creates de- 
sire for the merchandise displayed, and brings 
the customers into the store. You can help your 
window do this successfully by dressing it with— 


HYDOL SILK PLUSH 


IN THE NEW AND BEAUTIFUL 
RANGE OF COLORS 


IN 24-INCH, 36-INCH AND 
50-INCH WIDTHS 


41 East 20th St. 


SAMPLES AND DESCRIPTIONS 
GLADLY SENT ON REQUEST 


Hydol Plush Mfg. Co. 


—ESTABLISHED 1889— 


New York, U. S. A. 


“Hydol Silk Plush (+ Quality x Service—Price)=Value.” 
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5 in a long, sad howl, and the Three Little Kittens That 
Lost Their Mittens are crying their little hearts out. 
If one can imagine all of the above without actually 
seeing this spectacle, they can see for themselves the | 
look of joy that covers the faces of thousands of young- 
sters who every day crowd the front of this presenta- 
tion shown in the window. 


No. 5861—Holly 


Natural prepared, 
everlasting, fire- 
proofed, with bow, 
holly berries and sil- 











ver effect. | 
Per D CINCINNATI STORE REORGANIZED 
‘$10 00. 0K: Reorganization of the Cincinnati store of the J. M. Gid- 





ding Company has been effected, the new company to be 
known as Gidding & Co., Inc. The new firm will follow out 
lines of the former management in the conduct of the 
store. B. A. Gidding will be president of the new com- 
pany and Charles Reiners assistant manager. The organi- 
zation will be distinct from the old stores of the company. 





No. 5769-11—Areca 
Plant. 


Natural prepared, 36 2 
inches high, with 11 == 
leaves and pot. z 


Complete, $3.50 


Per Dozen 
$35.00. 





QS 
SS | CENTENNIAL OF NEW YORK STORE 
A During the month of November the John Wannamaker 
| - store at Astor Place and Ninth Street, New York City, cele- 
brated its centennial anniversary. This is an unusual 
achievement for any store, and the affair was in keeping 
with the long service of the establishment founded by A. T. 
Stewart, in 1823. Unusual| window displays featuring 
“Little Old New York” were used, and a program carried 
out that has been heretofore unequalled in anniversary 





Write to-day for our XMAS CATALOGUE No. 5, with illus- : 
trations in colors of Artificial Flowers, Plants, Vines, etc., events by any store in the country. 
mailed FREE FOR THE ASKING. 





MAH JONG INSTRUCTION ROOM INSTALLED 
Frank Netschert, Inc. An attractive Mah Jong window was installed by J. E. 


61 Barclay Street New York, N. Y. Tannehill, display manager, in the State Street store of 
Carson, Pirie, Scott & Co., of Chicago, during November. 


This was coincident with the opening of a Mah Jong room 
v ww sail - ~~ on the fourth floor of the building, where lessons are given 
$ free to those buying Mah Jong sets. 
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January COMING INTO ITS OWN RAPIDLY 
According to letters received by The DISPLAY WORLD 
° e and other advance information sent out by manufacturers 
Window Displays! and distributors of nationally advertised products, already 
more than one hundred contests are planned for the year 
1924, and some of them will include handsome prizes, both 
é cash and otherwise. The number of contests, apparently, 
You will require new will far exceed any other year in the history of display. 


e s 
Window Decorations FREEDMAN CUT-OUTS IN NEW LOCATION 
> for after the holidays Five years of service to the trade as die makers has 
resulted in considerable success to Freedman Cut-Outs, 
Inc., which is now occupying new quarters at 121-125 West 














NOVELTY DECORATIONS FOR Seventeenth Street, New York City, having two floors in 
a i ca | fuhe sn hay StieRaie oe 

} New Designs in ; At a conference of retailers recently held at French 
PAE en ae chine! Gagioiaee Mee ee eerie 


Retailers’ National Council, for the purpose of exchanging 
views on problems that are almost identical. G. B. John- 


S l son, of the R. H. White Company, Boston, was elected 
ecure catalogs president. 


especially for this purpose 





Doty & Scrimgeour Sales Co., inc. With the season’s football classic, Harvard vs. Yale, 


scheduled in Boston, practically every department store 
“BETTER WINDOW DISPLAYS.” and specialty shop window linked up its advertising and 


window displays with the great fall game. An exceptional 
30 READE STREET NEW YORK 


display along this line was conducted by the Wm. Filene’s 
"9 pene: : Sons Co. store. 
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Merchants! * Displaymen! 
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We Greet You! 


May Christmas, with its cheer, its good will and its 
warmth, sweep into every corner of your Holiday 
plans, bringing you satisfaction with past accom- 
plishments and promise of greater success to come. 




































Our Big, New Home, at HE past year has been so rich in its dower of 


° success to us that we can find no term adequate 

134-140 North Robey St., Chicago in expressing’ our thanks to the merchants and display- 
Ideally situated, just ten minutes from the loop, where men whose patronage has so increased our business 
nearly 45,000 square feet of floor space, sunlight, clean as to make larger factory space imperative. It is to 
air and every known labor-saving device will foster ef- you, our gratitude is extended. Accept the assurance 


ficiency in production. Be sure to pay us a visit. Take 
an Oak Park L train from the loop and ride to Robey 
Station, which is within 100 feet of our door. 


that future plans aré ‘definitely made to give you even 
better value, closer co-operation and unfailing service. 


You are Also Invited to Visit Our Down- Write Today For Our Circular 
town Salesroom — 63 E. Adams Street of January White Sale Specials 








re ) oR 
SCHACK ARTIFICIAL FLOWER CO. 


Factory, 1739 Milwaukee Avenue CHICAGO Salesroom, 63 E. Adams St. 
Our Address After January 1st—134-140. N. Robey Street, Chicago 








SERVICE AND INFORMATION BUREAU 


The DISPLAY WORLD will be glad to supply the latest authentic information about any- 
thing in the display line in which you are interested. If you do not find your needs listed on this 
blank, -write a separate letter. If we do not have the information you want on file, we’ll find out 
for you. Avail yourself of our incomparable service facilities without cost or obligation. 


O) Air Brushes C) Counters and Shelving O Plaques (Window) — (© Signs—Electric 

C0 Artificial Flowers [) Decorative Papers C) Plastic _and Composi- (] Signs—Wood Letter 
C) Art Screens (] Display Furniture tion Pieces C) Stencil Outfits 

C) Art Studies (] Display Forms [] Plushes and Velours } Stock Posters 

1) Backgrounds CL) Display Racks CL) Price Cards and Tickets [) Store Designing 

() Background Coverings [) Dividers—Show 1 Price Ticket Holders CJ) Store Fronts 

CJ Books on Cardwriting Window C) Reflectors [] Time Switches 

CJ Books on Display C1) Drawing Boards [] Screens (Background) [) Valances 

(] Books on Draping C] Fabrics and Trimmings [] Shoes—Window [] Wall Board 

(1 Booths and Floats CL] Fixtures (1) Show Card Schools CL) Wax Forms and Figures 
() Brushes and Pens (1 Flags and Banners C)] Show Card Service L) Wickerware Specialties 
C1] Cabinets—Revolving C1) Hammers—Window CL) Show Card Supplies [1 Window Drapes 

C] Card & Mat Board C) Lamp Coloring C] Show Cases C1) Window Lighting 

CL) Card Writers’ Materials () Lighting and Equipment [] Show Case Lighting 1) Window Shades 

() Cash Carriers () Pageants and Exhibits J) Signs and Card Holders [] Window Trimming 

(J Chairs and Seats C) Papier Mache C) Signs—Brass and Schools 


() Color Lighting Specialties Bronze C) Wood Carvings 
O) DO YOU WISH A COPY OF THEIR CATALOG? 


C1 DO YOU PLAN TO REMODEL YOUR STORE SOON? ([] DO YOU PLAN TO BUILD A STORE SOON? 


I I, Pines ipcei tig pee aca cap cies catainninilliniptoun ue cnenatereneicnseerenas anime aieoure-erusesmenctes-a aemresinansaseaian-ietet 
PRPs SO RARE Rtn SRN etic epeeettmnhie isin SndlS Lacie bk bbletinn ddd dbcabintvevioneseins 
SE. 8 ee ot eh pe aenenas Fe i cireminiinciamaimnsaiiin RE ASS ii icine ieeapiceorsarnenen 





MAIL TQ THE DISPLAY WORLD—CINCINNATI, O. 
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WE TEACH YOU HOW TO TRIM 
WINDOWS THAT GET ATTENTION 


T requires but from four to eight weeks for a ,thorough 

practical course of instruction and training in Window 

Display, Card Writing and Retail Advertising at the 
Koester School—the foremost school ef-its kind in the world. 
You can capitalize your knowledge and ability at once. Such 
a course of training brings you immediate success, and, like 
compound interest, it continues to bring you greater and 
greater returns throughout your entire business career. 


The outlook in the retail field was never brighter, there- 
fore splendid opportunities belong to those young men who 
have the ambition and foresight to prepare themselves for 
retail publicity work now. 


There’s a good position in almost any section of the 
country waiting for the thoroughly qualified publicity man 
Your progress will not be hampered in this field. 


Write for Information 


THE KOESTER SCHOOL 


314 S. Franklin St., Chicago 

















Best Trim Made — Will Last for Years 


Will help you create BEAUTIFUL—Back- 
grounds, Panels, Screens, etc. 
Period Designs, Heads, Scrolls, Wreaths, 
Rosettes, Shields, Drops and others. 


New No. 9 Catalog and Sample—FREE 


ORNAMENTAL PRODUCTS CO. 
W. LAFAYETTE DETROIT, MICH. 


LIGNINE 


Carvings 
Unbreakable 























SPECIAL TO OR- VALANCES 
DER VALANCES. SIDE DRAPES 
DRAPED AND DRAW CURTAINS 
ceareo"& VALANCE & DRAPERY CO. "iso". m="= 
FECTS.SKETCHES VA N E RY “ YABLE SCARFS 
AND SAMPLES . SILK PLUSH 
SUBMITTEDWITH- 326 Superior Av., N. W. BACKGROUND 
OUT OBLIGATION. ° DRAPERIES. 
Cleveland, Ohio 
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Form New Display Arts Club 


Fargo organization takes up study of 
many problems for displaymen 


By ALSON BRUBAKER 


The Display Arts Club of Fargo, N. D., was organized 
Tuesday evening, November 20, with a charter membership 
of eighteen. The following officers were elected: Presi- 
dent, Mr. Roland O. Robbins; secretary, Mr. F. A. Krupp; 
treasurer, Mr. Alson Brubaker. 

The object of the club is to meet each Tuesday from 8 
to 10 p. m. and study different lines, such as sketching, 
scene painting, show card writing and draping. Our in- 
structors will be noted in their line, and we hope to do 
some fine work this winter. 

Besides this study side of the club, there will be two short 
talks at each meeting about different lines. In this way 
each member will appear on the program, which will en- 
able him to speak better in public. We expect to have a 
smoker at each meeting. 

Our president, Mr. Roland O. Robbins, is a Hoosier by 





ROLAND O. RosBINs 


birth, living in his earlier days in Indiana, and having been 
in the northwest since serving Uncle Sam in the U. S. 
Marines. He served six years as display manager with M. 
Janer & Son at Plymouth, Ind. He was with the L. S. 
Donaldson store of Minneapolis for one year, leaving Min- 
neapolis to join the Sixth Regiment U. S. Marines. He 
was overseas, and while there spent every spare moment 
in sight-seeing. He had the pleasure of visiting Paris five 
times, each time obtaining valuable information in the line 
of art. : 

Mr. Robbins was formerly with the E. A. Ricker Com- 
pany at Fargo. He is now with the Black Company, 
Fargo’s only cash department store, a store that has had 
the most rapid growth of any in the northwest, due to the 
fact that they have educated the public that it pays to pay 
cash. The company just celebrated. its eleventh anni- 
versary. They employ more than 125 people. 

The Black Company believes strongly in window dis- 
play. Mr. Robbins says his work is a pleasure because he 
has full charge of all display, as well as the card writing 
department. It is all up to him to make the best display, 
as there is no limit to the expense, which is a pleasure to 
any display manager who is not held down. He has one 
assistant, and at times has two or three. He is original 
with all his designs, yet he gets several splendid ideas from 
the movies. He now has Mae Murray’s Jacemanian tree 
as a setting for his background, which has made a big hit. 
His efforts and talent are appreciated by the firm, and he 
gets trips to the Twin Cities quite often. 
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Windows His Sole Medium 


Chocolate manufacturer uses only one form 
of national advertising 


It is a significant fact that the Hershey Chocolate Com- 
pany, generally referred to as non-advertisers, really do 
advertise, and in a manner supporting the theory of The 
DISPLAY WORLD that window displays of a proper 
nature, plus efficient and active sales departments, bring 
‘results equal to great newspaper and magazine advertising 
‘campaigns. 

Recently it was brought to light in a trade journal that 
the Hershey Chocolate Company, although a non-adver- 
_tiser, was a successful business institution. The DISPLAY 
WORLD, realizing that the Hershey Company DID adver- 
tise, through window displays and store advertising, quite 
extensively, directed an inquiry to F. W. Pugh, sales man- 
ager, at Hershey, Pa. 

The reply of Mr. Pugh brings out the fact that in twenty 
years the Hershey Company has probably not spent more 
than $200,000 on window displays. That means only $10,000 a 
year expended in this direction, yet, aided by a highly effi- 
‘cient sales force, the peak of sales reached $30,000,000. This 
adds another decisive argument in favor of window displays 
as one of the principal factors in selling any product, 
whether it be nationally advertised or not. 

Mr. Pugh, in discussing the attitude of the Hershey Com- 
pany, says: 

“The statement that we are non-advertisers is, in the 
main, correct, because the only material of an advertising 
nature we use for our products is window displays, small 
window cards and posters for interior display. The latter 
two we print in our printing department. In twenty years, 
I suppose, we have spent not more than $200,000 on window 
displays, the last supply being purchased prior to the war. 

“People in the advertising business stress the fact that 
goods, to be successfully sold, must be advertised, and by 
that they usually mean in newspapers, magazines, trade 
journals, by large posters, etc. They may be right, and 
perhaps we might have doubled or tripled the $30,000,000 
peak of our sales. We, however, are committed to the sales 
policy of selling our goods without advertising, and per- 
haps thereby prove the exception to the rule. If one has a 
superior article and a sound business policy, with that which 
the Golden Rule teaches us underlying all, and the goods 
and those principles are properly made known through the 
right kind of representation, he can not avoid being suc- 
cessful. Naturally, we think we have a superior sales organ- 
ization in most respects.” 





REPORTS SUCCESSFUL HOLIDAY SEASON 
G. P. Juel, traveling with the Hulsizer line of artificial 
flowers and decoratives, has concluded a most successful 
fall and holiday season, he reports from the offices of the 
Hulsizer Co., at Des Moines, Iowa. 





FIXTURE SALESMAN IN AUTO ACCIDENT 
W. Diekelmann the well-known fixture and equipment 
salesman, traveling the Pacific coast, has been laid up for 
two months, due to an automobile accident, but he writes 
that his dull moments were brightened by copies of The 
DISPLAY WORLD. 





NEW DISPLAYMAN IN STREATOR STORE 


Arthur Roehl has accepted the display manager’s post 
with the Purcell Dry Goods Co., of Streator, Ill, and is 
producing some striking displays. 





Compel Attention! 








BY USING THE 


Fashion Floodlite Jr. 


You are working hard preparing your holiday 
window trims. Make them an asstred success 
with the aid of 


Fashion Floodlite Jr. 


It throws a spotlight beam on any portion of 
the display and floods the whole window at 
the same time. 


DOUBLE ACTION—DOUBLE VALUE! 








Simply screw on wall or ceiling. A twist of 
the wrist will adjust it.to any angle desired. 


It’s made of aluminum (non-breakable). Com- 
plete with color frame, five sheets assorted 
color gelatine, cord and plug for 


$13.50 


FLOODLITES in your Holiday Display are 
an Absolute Necessity. 


Send us your order to-day. Don’t delay. 
BRIELOFF MFG. CO. 


119 Lafayette St. (Dept. 12) New York 
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S a rule, state capital cities have some ex- 
ceptionally good displaymen, and Columbus, 
Ohio, has long proven no exception to this 
rule. When it was announced that Carl W. Ahlroth 

was to leave Columbus for Los Angeles, it was 
realized that one of the state’s most progressive 

displaymen would be greatly missed in a field he 

had so successfully aided. It was, therefore, a 
source of gratification to 
Ohio displaymen, when it 
was announced that Lothar 
F. Dittmar was to succeed 
Mr. Ahlroth and become 
director of displays for the 
Union Company, Columbus. 

Mr. Dittmar returned to 
the field after a year iri the 
real estate business. In this 
work, he built up an envia- 
ble reputation, but the call 
of the profession was too 

much for him, and after a 
number of flattering offers 
for his services had been 
made, he resigned his real 
estate position to re-enter 
display work. 

Appreciating the fact 
that Mr. Ahlroth had built 
up a great reputation for 
the Union Company, with 
a series of remarkable dis- 
plays, many of which cap- 
tured prizes, Mr. Dittmar 
entered upon his work with a zest that immediately 
brought recognition. The same high standard of 
displays was maintained, and with a great many 
new ideas he has injected into the High Street 
windows, Mr. Dittmar has sustained his reputa- 
tion as one of the leading displaymen of the mid- 
dle west. 

In the field such as it is necessary to cover in 
Columbus, Ohio, a great amount of ingenuity and 
resourcefulness must be employed. In addition to 
being the state capital, it has another aspect that 
must be recognized. Columbus is strictly a univer- 
sity city. This means a distinctively different sort 
of a window from the average medium-sized city. 
Personality and punch must be put in every display 
to appeal to the student and to the faculty, as well. 





Who They Are and What They Say 


No. 4—Lothar F. Dittmar, Columbus, Ohio 





LotHar F. DITTMAR 
Display Manager, Union Company, Columbus, Ohio 





With this in mind Mr. Dittmar surrounded his 
window displays with much college atmosphere, 
and almost immediately won the approbation of 
the entire university population of Columbus. 

In giving particular attention to university at- 
mosphere, Mr. Dittmar has carefully studied the 


chief desires of the student body in the way of ap- 


parel and kindred necessities carried by the Union 

Company, and he always 
has, at his command, suf- 
ficient high class merchan- 
dise to use in any display 
that may be timely with 
some university event. 
This is an asset that has 

proven valuable to his : 
work. In connection with 
the university phase of the 
subject, Mr. Dittmar is 
now writing an article 
that will be of value to dis- 
playmen in _ university 
cities throughout the 
country. 

Mr. Dittmar first at- 
tracted national attention 
in the display field through 
his great accomplishments 
as director of the display 
department of the National 
Cash Register Company, 

. where he completely reor- 

ganized the display divi- 
. sion, so that it would func- 
tion in a more systematic manner at all times, in 
close co-ordination with the advertising and sales 
departments. So great were his accomplishments 
in this particular line of endeavor that his methods 
were copied and used by display departments of 
other nationally advertised products. Mr. Dittmar 
resigned to accept the display managership of the 
Rike-Kumler Company, Dayton, after serving sev- 
eral years with the National Cash Register Com- 
pany. His selection was made from a group of 
nationally known artists who had made application 
for this important display position, as Rike-Kumler 
displays have always been considered among the 
foremost in southern Ohio. Mr. Dittmar main- 
tained the same high standard of his work for the 
Dayton store. 
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Window Shopping Is Urged 


High compliment is paid to displaymen of 
St. Louis by electric railway 


High compliment was paid the displaymen of St. Louis 
in The U. R. Trollygram, a pamphlet issued by the United 
Railways of St. Louis, under the editorship of W. V. 
Brumby. The pamphlet is distributed to patrons of the 
electric railway throughout the city, and is placed in small 
containers by the windows of each car. The issue of No- 
vember 22 contained the following article: 


Show-Window Shopping 


“An interesting and inexpensive way to spend an eve- 
ning is to take the family downtown and have them see the 
show windows in various stores and shops. There was a 
time when the men and women who fixed up the displays 
were called “window trimmers.” Now, most of them are 
artists, and their work usually is beautiful or interesting or 
instructive. -A ride downtown and a lesiurely stroll around 
the streets will well repay you for the trip.” 

Commenting on this tribute, H. H.’ Ryan, display *man- 
ager for The Rice-Stix Company, of St. Louis, said to a 
staff representative of The DISPLAY WORLD: 

“This little article is indeed a compliment to the display- 
men of this city. While many merchants still hesitate in 
purchasing material in order to put their windows to work 
it is high time that they are awakened to this fact, espe- 
cially when a street railway concern cannot help but ad- 
mire their artistic work. 

“Many of the show windows in our city are master- 
pieces of art and with work of this kind progressing as it 
is, together with your valuable journal, I fail to see where 
our highest ambitions in this field will not be attained.” 





OPEN NEW STORE IN INDIANAPOLIS 


Al Feltman, manager of the Gary, Ind., store of the 
Miller-Wohl Co., operators of a chain of women’s apparel 
stores, was made temporary manager of the new Indian- 
apolis store, which opened December 1 in the first flloor 
and basement of the new Kresge Building, on Washington 
Street. Mr. Feltman will assume the managership of the 
new Des Moines, Iowa, store at the close of his temporary 
engagement in Indianapolis. 





INSTALL NEW LIGHTING SYSTEM 

Installation of a new lighting plant on the first floor of 
the Strawbridge & Clothier store, in Philadelphia, has just 
been completed. New mahogany fixtures have also been 
installed in the West store, first floor. The nétions and 
neckwear departments have already been moved to the 
West store, but further improvements have been delayed 
until after Christmas. 





CHANGES WINDOW TIE UNIT EACH WEEK 


Donald D. Kester, genial window display manager for 
Freundlich & Company, Mansfield, Ohio, in a mixed mer- 
chandise display, uses a special tie unit, which he changes, 
in the same location, each week. He announces that this 
has been productive of wonderful results, and attracts the 
eyes of patrons who are accustomed to watching for the 
new merchandise each week. 





LITTLER IN CHARGE OF GARWOOD DISPLAYS 

F. E. Littler is now directing advertising and displays 
for N. G. Garwood, Groveland Station, N. Y.- He was for- 
merly with Slangenhaupt & Stryker, Waynesbury, Pa. 








A POWERFUL 
BIG PUNCH! 


“HIPPO” 











X-RAY WINDOW 


FLOODLIGHT 


(with Center Spot Beam) 


Brings out those big displays in strong 
white light. Compels people to stop 
before your windows. Overcomes day- 
light reflections. A new idea in displays 
—try it! Use X-Ray FLOOD Light 
No. 33 for all Color effects! 


National X-Ray Reflector Company 
New York CHICAGO Los Angeles 


Engineers in all principal cities 


Tear off and mail today 


National X-Ray Reflector Company, 
236 W. Jackson Blvd., Chicago. 


I want to put a “punch” into my displays. Tell 
me how! 
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~ ASERVICE THAT SAVES 
YOU TIME AND MONEY 


Our central location and unexcelled 
transportation facilities enables us to 
give you prompt and efficient service 
and high-class illustrations at most rea- 
sonable prices. 


AW RAG TEN 


We FEATURE 


Y ART REPRODUCTION 
“CG 
225 W. FourtH Sr. 
CANCINNATI. ©. 


ii,’ 


HALF TONES—ZINC ETCHINGS 
PROCESS COLOR PLATES FOR 


Catalogs, Folders, Booklets, Broadsides, 
Envelope Stuffers, Sales Cards, 
Newspapers and all forms of 


ADVERTISING 


| Try us out on your next order. 





























Activities in Convention City 


Buffalo displaymen hold frequent meetings 
to arrange for June gathering 


By E. PRESTON BROWDER 


Clement Kieffer, Jr., convention director is sure the 


1924 meeting of the I. A. D. M., will be the banner one, 
judging by the 100 per cent co-operation he is receiving 
from everyone. 


In addition to the regular monthly club meetings, heads 
of the various committees meet frequently to discuss, ar- 
rangements for the June gatherig. Mr. Kieffer believes 
more can be accomplished in this way than by general 
gatherings, although reports of just what is being done are 
made at the regular meetings. 

Ellyn McEachnie of Jahraus-Braun Company, director 
of demonstrations reports an improvement in the 1924 
program. In lining up the various demonstrations, first 
consideration will be given such displays as will benefit 
the young beginners and smaller store displaymen as well 
as the old timers. This will enable showing the method 
of construction. 


Several national advertisers are becoming so interested 
in window displays that unsolicited, they--will offer cash 
and other valuable prizes in competitive demonstrations of 
nationally advertised products during the convention. 

Philip Belanca, director of exhibits, promises something 
unique and unusual in hall decorations and booths. Several 
plans and bids are under consideration. In spite of many 
applications already received for booths, no space will be 
sold until after January Ist, when permanent offices will 
be established and details handled systematically. 

The writer has extensive publicity plans mapped out 
and hopes to reach every possible displayman in the 
United States and Canada. Yes, and the Canadian boys 
will be here in great numbers. The first issue of the 1924 
CONVENTION TATTLER will be coming forth in Jan- 
uary. The TATTLER was originated in Cleveland. last 
year by E. H. Fadem. 


Our slogan—“Buffalo Never Fails.” 


Vacation in Buffalo via I. A. D. M. convention June 
23rd to 26th. Buffalo offers many advantages to the vaca- 
tionist and its beautiful lake shores and highways, Ameri- 
can and Canadian beaches, Niagara Falls, Toronto and Mon- 
treal are only a few hours away and there are many others 
too numerous to mention. 

A large attendance is expected from the South, due to 
Niagara Falls excursion rates, which go into effect about 
June Ist.* 

G. S. Robinson, formerly display manager for Oppen- 
heim, Collins Company and past president of the Buffalo 
club is now advertising manager for the above firm. 
Great boy, this “Robby.” 

In a recent National window display cotest of the Con- 
solidated Safety Pin Company, E. Preston Browder, of 
Kobacker’s, took third prize of $100; Ellyn McEachnie, of 
Jahraus-Braun Company, fourth prize of $50. There were 
9,886 photographs entered. 

A letter has been sent to the retail merchants of Buffalo, 
requesting their co-operation in making the June conven- 
tion a success. No doubt, the local club will have their 
assistance. 

A trip to Niagara Falls and around the Gorge, a trip to 
Crystal Beach for all and a trip to Roycroft Inn at East 
Aurora for the ladies only, are features of the entertain- 
ment being planned. 
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Flower Industry Growing 


Interesting interview portrays remarkable 
change in use of artificial decoratives 


The remarkable advancement of the decorative artificial 
flower industry is forcibly shown in an interesting inter- 
view granted a staff representative of The DISPLAY 
WORLD by I. K. Stevenson, advertising and sales manager 
of the Adler-Jones Company, Chicago, one of the pioneer 
firms in the decorative field. Some of the facts presented 
by Mr. Stevenson are worthy of the most careful cosider- 
ation on the part of merchants, and incidentally he pays 
considerable tribute to the displayman’s part in bringing 
about this progress. 

Mr. Stevenson said: 

“A few days ago, Mr. Adler was in my office reminiscing 
on the growth of the decorative artificial flower industry. 
This year marks his eighteenth year of selling decoratives 
for store windows and interiors. In those pioneer days, 
the ‘line’ represented a small case filled with a few smilax 
vines, palms, and perhaps, a morning glory vine and a lot 
of talk. Today’s line means three or four large millinery 
trucks loaded to capacity with decoratives and set-pieces 
the represent the highest art that the country’s best de- 
signers can produce. 

' “This growth did not just happen. It was the result of 
a constant hammering by the manufacturers who are far 
seeing enough, and who had the courage of their convic- 
tions to gamble their money on an industry that had a 
nebulous future. 

“The displaymen are responsible in greater measure than 
anyone for the success of this industry which has grown 
from a nonessential industry to a very potent factor in re- 
tail merchandising. These displaymen have demonstrated 
to the merchants that they are not merely artists but hard 
headed business men as well. 

“In those early days it meant a real battle for the dis- 
playman to get his boss to spend fifty dollars for artificial 
flowers for all his windows and the interior, while today 
the average expenditure is over $500.00 per season. This 
leads up to the conclusion that artificial flowers and kin- 
dred decoratives are playing a big part in the selling of 
merchandise. 

“The total annual expenditure for artificial flowers by 
retail merchants runs well above the $50,000,000 mark. 

“The smaller merchants have not yet awakened to 
the fact that the reason they remain small is that they have 
not yet realized the full possibilities of their display win- 
dows. They wonder who pays the decorative bills of the 
large users of this class of merchandise, little dreaming that 
they themselves are paying those bills just as surely as 
though they went to their cash register and took out the 
money. The only difference is that the customers’ dollars, 
instead of getting into their cash registers, pass them right 
by and enter the cash drawers of their more alert com- 
petitors who use decoratives. They are paying the other 
fellow’s decorative bills and are not deriving any benefit 
from them. 

True, the merchandise itself plays just as important a 
part in creating sales, but merchandise itself will not make 
a good sales-producing display. .Something must be in- 
cluded that will attract attention to these displays. That is 
where decoratives play an important part. They are the 
magnet that pulls attention to the merchandise. They cor- 
respond to the attention-getting headline or illustration in 
a well-composed newspaper or magazine advertisement, 
leading the reader or observer to the interest stage which 
creates the desire and stimulates action, or the actual sale. 


The opportunity for creating more business through 
display windows is there, if their potential value is realized. 

The late O. Henry, in his story “Cabbages and Kings,” 
tells of an enterprising Yankee who opened a shoe store in 
a South American city. Business was dead, the outlook 
was dark—he simply forgot the natives did not wear 
shoes. Did this young fellow “look” for an opportunity? 
No—he went out and made one. He imported cockleburrs 
and scattered them far and wide on the sandy beaches. 
Then he oiled his cash register and prepared for the rush— 
and it came. There is a real moral in this story, and if 
retail merchants will “scatter cockleburrs” in the form of 
better window displays the business is bound to come. 

It is interesting to see how the larger stores value their 
display windows. For example: Chas. A. Stevens, of Chi- 
cago, value their windows at $150,000 per year; R. H. Macy 
& Co., of New York, $150,00 per year; Lord & Taylor, New 
York, $100,000 per year; Filenes, Boston, $506 per ‘day; 
Saks & Co., New- York, $50,000 per year; Famous & Barr, 
St. Louis, $10 to $25 per day per window, according to 
their size. 

When windows are properly trimmed, it is estimated 
that from 30 to 50 per cent of the store’s business can be 
made directly from the window. 





DISTRICT STORES HOLD STYLE SHOW 

Sponsored by members of the East Side Commercial 
Association, a fashion show and display of merchandise 
was recently conducted by the stores in that district of 
Indianapolis. L. S. Ayres & Co. had charge of the fashion 
show, which was conducted on a runway in the East Tenth 
Street M. E. Church Annex. Booths containing displays 
of the East Side merchants surrounded the walls of the 
big hall. 





STORE ORCHESTRA PLAYS FOR DANCE 
Employees of the Weinstock, Lubin & Co. store in 
Sacramento, Cal., have an orchestra that is conceded to be 
the best in the Pacific coast district. It recently made a 
distinct hit playing for the annual masquerade dance of 
the Weinstock, Lubin & Co. employees, held at the Tuesday 
Club House. 





GIVES ADDRESS ON WINDOW DISPLAY 

Carl Percy, president of the Carl Percy Company, Inc., 
of New York City, delivered an address at one of the No- 
vember meetings of the Cincinnati Advertisers’ Club on the 
subject of window display. He predicted that 1923 would 
far exceed the figures of 1922 on window display, when 
more than $51,000,000 was spent in the United States on this 
form of advertising. 





EXCLUSIVE SEATTLE SHOP MOVES 

Mrs. Mollie Adler, for many years proprietor of Adler’s 
Shop for Women, one of the prominent exclusive specialty 
shops on Second Avenue, Seattle, moved to 1523 Fifth 
Avenue on December 1. The location is in the newest ex- 
clusive retail district, and, in addition to increasing her 
stock, Mrs. Adler has installed some clever display 
windows. 





WORK OF BUREAU CONVENTION KEYNOTE 

The work of the Knitted OUTERwear Bureau and its 
window display and advertising campaigns proved to be 
the keynote subject at the annual convention of the Knitted 
OUTERwear Association, held in New York City in Novem- 
ber. Nat C. Wildman, president of the Wildman Advertis- 
ing Agency, of New York, delivered the principal address 
on the subject. 











42 THE DISPLAY WORLD 


Chicago Monthly Display Review 


Christmas windows colorful and attract huge crowds while 
toy displays hold attention of children 


By J. DUNCAN WILLIAMS 
Special Correspondent, The Display World 









aN FTER a November quite devoid of snow or 
van cold weather, and entirely “too pleasant” for 
ee 4 any unusual amount of winter business, Chi- 
cago retail merchants are eagerly embracing whatever 
opportunities that the month of December may hold 
for them. 

November business has been more or less “jerky” 
and “spotty,” and on the whole a “buyers’ market.” 
Customers, with the weather-on their side, have been 
in no hurry to buy unless the quality and the price were 
sufficiently attractive to appeal to them. Many “special 
sales” have been advertised, and much merchandise of 
moderate price and obviously good values has been 
displayed in the windows. 

With the advent of December and the ever preva- 
_lent spirit of Christmas spending, the retailers have 
heaved a sigh of relief, taken on an optimistic front, 
and are starting the new month with high expectancy 
born of precedent and backed by the condition of gen- 
eral prosperity. The advertising breathes the Holiday 
spirit. The display windows reflect it with festive 
decorations and beautiful things of every description. 
And the shoppers have shown their appreciative inter- 
est by overflowing the sidewalks and jamming the 
traffic at popular intersections during the last two days 
of the distressingly pleasant November. 





Marshall Field & Co. 


The Fall opening window backgrounds at Field’s 
have been used for the Christmas displays with slight 
alterations. Autumn foliage has been replaced with 
foliage and other decorative material befitting the sea- 
son. The windows are displaying many of the most 
beautiful things in the store that are particularly sug- 
gestive as gifts. The double window at the corner of 
State and Washington streets is given over to the dis- 
play of toys. Among the many and varied things 
shown to delight the eyes of expectant children is a 
life size camel, a Shetland pony and a Mexican burro. 
In the center of the display is the most attractive 
miniature building, made of child’s building material, 
which might be a cross between some famous old castle 
and a modern American apartment hotel. It is archi- 
tecturally accurate and beautiful, perhaps as attractive 
to the modern architect as to the most imaginative boy. 
A huge red wreath about six feet in diameter is sus- 
pended high up in the background center, and orna- 
mented with red and pink glass balls. Attached to 
either side of the wreath are garlands of holly, also 


ornamented with the glass balls, and extended in a 
graceful sweep. to the unit held in the hands of the 
large female figures on either side and acting as sup- 
porting columns to the background proper. Other pen- 
dants and garlands of holly foliage are used to com- 
plete the Christmas effect of the decoration. It is hard 
for the children to see this window of toys on account 
of the grown people, who are from four to six deep 
at every available viewpoint at all hours of the day. 
On Washington Street, and next to this window, 
is a large window given over to the display of Zenith 
radio receiving sets and various accessories and appa- 
ratus. A huge red and green holly wreath in the center 
of the background is the only Christmas decoration. 


The second window on State Street with the silk- 
fluted backgrounds, and where the Javanese figures 
were used with silk drapes, have been transformed 
into Christmas windows by the addition of two mas- 
sive holly pendants and. garlands of white and green 
foliage with red holly berries and white foxtails. Hand 
needlework pillows, scarfs and table covers in rich 
colorings and materials, make a most entrancing dis- 
play. 

The next three windows have been transformed in 
appearance by using a large mulberry colored silk 
panel with a silver panel border as a background. At 
either side of this panel, velvet foliage of Christmas 
design is worked alongside. In front of this is a set 
piece of an octagon framed picture mounted on carved 
base and shows a picture done in colors of blue, white 


and green. This pitce is placed in the center of a table - 


specially built of the same design and color. At each 
side of the picture is a red candle, supported by a base 
similar to that of the picture. The candles are electri- 
cally lighted and the effect of the entire setting is 
ideally attained, One of the windows displays silk 
umbrellas with fancy ivory handles; the next one is 
an attractive display of women’s handkerchiefs and 
perfumes, while the third is devoted to gloves and 
beaded bags. Two low tables of the same design as 
that of the center are used at each side and near the 
front of the window to display these smaller articles 
upon. ; , 

The last window of this section, and next to the 
State Street entrance, is treated the same as the first 
one described, with the white and green foliage. The 
merchandise on display consists of ostrich fans, gold 
and silver evening shoes, opera glasses and bags, beads, 
fur-lined goloshes. No. 7 is also treated in the same 














LLULLLLLLLLLLLLLLLLLLLLLSLLLLLLLLLLLLLLLLLLLLLLL LL LLL LL LLL LLL LLLSLLLLSLSLILSLLLLSTLELELSL PLHP ILS STITTTT TS | 
fT 


fh 























Immediate Delivery 
On Holiday Fixtures 


You'll like this most attractive Onli-Wa 
complete unit. 
punch in your holiday display of Jewelry, 
Leather and Toilet Goods—in fact, all 
kinds of Gift merchandise. 


Dept. D. W. 


With it, you can put 


Write Today for Catalog. 
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QUALITY AND ORIGINALITY 


THE ONLI-WA FIXTURE CO. 
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Dayton, O. 
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Exact reproductions of “STENCILOR” made 
acds yours for the asking, or we will make 
any card for you. 


Any clerk can make better than hand-lettered cards, 
“STENCILOR.” 
Used by Store-keepers in Every Line of Business 
Adjustable and Interchangeable Wire Display Fixtures 

“WRICO” Lettering Guides 


Display Material Company 
191 PEARL. STREET, NEW YORK, N. Y. 


(Between Maiden Lane and Cedar Street) 


with 


the 


SHOW CARDS 


WHEN, HOW and as OFTEN as You Want 


at a nominal cost. 








in three sizes. 
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Send for FREE story 


Interesting, illustrated folder “How to get 
Greater Desk Efficiency” shows how to keep 
your desk cleared for action. Thousands of 
ileradesks are giving entire satisfaction, Saves 
time locating, distributing or sorting papers. 
Takes less space thamatray. Sent FREE trial. 















Mailing Lists 


A\ Will help you increase sales 


Send for FREE catalog showing 
details covering names of your 
it pros ve custo \e 


bes mers. 
theaats of arent acer Lists. 
Guarantee 
99% by refund of 5 each 
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When you need help why confine yourself to local 


talent? 


WHY LIMIT YOUR SELECTION? 


You do this automatically if you only ad- 


vertise locally. A DISPLAY WORLD Want Ad is 
read by ambitious, trained workers from Cape Cod 
to the Golden Gate. 





























It Identifies You— 


and Indicates Your 
Display Importance 


Didn’t it ever occur to you that by receiving The 
DISPLAY WORLD regularly each month you at 
once identify yourself with the leaders of your pro- 
fession—that distinguished group of alert men of | 
action who represent the progressive element of the | 

| 


display profession. 


The DISPLAY WORLD costs but $2.00 for a full 
year’s subscription, less than 18c per copy. 
idea taken from one issue will sometimes be worth 
more than the entire subscription price. 


You can get on the subscription list NOW, if | 
you use the order blank. 


SUBSCRIBE TODAY! 


cee ae, ee, ee 


The Display Publishing Co., 


Cincinnati, Ohio. 


Gentlemen: Enclosed find $2.00, for which enter my name 
on your subscription list for a full year’s subscription—twelve 
issues—beginning with the next issue. Address magazine as 


follows: 


Note.—Remittance by check requires 10c additional for ex- 


change. 
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Chicago Monthly Display Review 
(Continued from page 42) 


manner, and the display is of lace fronts, lace collar 
and cuff sets, and jabots. Some are shown on waist 
forms and some on red covered squares and some on 
the floor. Nos. 8, 9 and 10 are treated as are Nos. 3, 
4 and 5 with the special set pieces and mulberry panels. 
Hand needle worked silk shawls done in colored floral 
designs make an attractive display in No. 8, while the 
central window of this series shows a beautiful display 
of quilted silk boudoir robes, silk bedroom slippers and 
dainty lace-trimmed lingerie. No. 10 had the curtains 
drawn, and the large corner window at Randolph and 
State had not been trimmed at the time this was writ- 


ten. The interior decorations also are in the process 


of being installed at this time. 


Mandel Brothers 


The windows of Mandels do not show any special 
change of background either; the same backgrounds 
as used during and since the Fall opening have been 
transformed by the addition of Christmas decoratives 
applied to the backgrounds proper. The main window 
at the corner of State and Madison streets shows an 
elaborate display of children’s toys. The background 
shows some very fine scenic pictures and relief figures 
representing on one side The Palace of Night and on 
the other “Old King Cole.” Holly garlands have been 
gracefully worked in the background and the effect is 
thoroughly achieved. The window of toys draws the 
attention of the crowds. 

No. 2 window on State Street has the same back- 
ground as before, with the addition of a seven-foot 
single large red candle with white frosted light and 
supporting near the top a beautiful holly wreath of 
green foliage, plentifully filled with red berries. The 
candle base is of carved gold design. A display of 
novelty beaded bags, combined with colored silk um- 
brellas with carved ivory handles, is interestingly done. 
Another large window is devoted to the display of 
such gift suggestions as perfumes, vanity cases, in- 
cense burners and fancy handkerchiefs. An infants’ 
wear window showing all white garments is very at- 
tractive, on Madison Street near State. A large green 
holly wreath is in the center of the background, and a 
Christmas tree decorated with tinsel, glass balls, baby 
rattlers, little sox, mittens, etc., makes the display 
doubly attractive. Another window, showing women’s 
lingerie and boudoir requisites of rich silks and delicate 
colors, attracts considerable attention near the Madison 
Street entrance. 


Chas. A. Stevens & Bro. 


Stevens have just completed a deal whereby they 
have acquired the ownership of the building adjoining 
their present location and extending to the corner of 
Washington Street. The New York Waist Shop and 
the beautiful new Hanan Shoe store occupy the stores 


on the street level at the present time. Stevens will 
use this space for an addition to their present store 
which will give them a window frontage extending 
from their present location to Washington Street and 
half a block front on Washington Street opposite 
Fields. This entire block is now owned by Stevens, 
‘Mandels and Fields. is 

, The windows at Stevens are most attractive at this 
time. The large island window is devoted to the dis- 
play of marvelous full length fur coats and beautiful 
evening gowns. In the center and dividing the two 
displays is a huge vase of poinsettias and natural pine. 
The piece stands about seven feet high. The rear 
windows will have a background piece of the same 
combination in the center of the beautiful Circassian 
walnut backgrounds on either side of the entrance. The 
rear windows show their usual attractive unit arrange- 
ments of unusually attractive merchandise at this time. 
Fancy shoes and cut steel buckles, knitted sweaters and 
knit mufflers, lingerie, tea gowns, gold decorated and 
embroidered pillows and covers, gift novelties (book 
ends, smoking sets, tea sets, desk sets), dolls, silk bags, 
perfumes and boudoir ornaments, corsets, hosiery, lace 
collar and cuff sets, fancy silk umbrellas, embroidered 
handkerchiefs, beaded bags, and gloves, comprise the 
type of units shown. Mr. Arthur L. Jones is in charge 
of these windows, and is keeping up the standard of 
Stevens—always interesting windows. 


The Boston Store 


Having a large corner window on State street, the 
Boston Store would be conspicuous and most unusual 
if it did not have it trimmed with toys. There are 
toys in it—all kinds of interesting toys—big toys, little 
toys and in-between sizes. Not only that, in the center 
of this large window is an elaborate piece about fifteen 
to eighteen feet long, showing a section of country, 
with a country club, autos parked out in front, other 
autos approaching or leaving on its boulevard roads; 
a railway station down in one corner; telegraph wires, 
and a double-track railway running around the entire 
piece ; tunnels and everything. It is a great attraction 
just at this time to both old and young. 


The stone and polychrome backgrounds of the Fall 
openings have been stripped of autumn foliage and 
replaced with holly. The large vases which formed a 
part of the autumn backgrounds have been supplanted 
by a beautifully carved candelabra with a pine tree 
design and carrying seven red candles. Christmas 
merchandise suitable for gifts and enhanced by the 
display of holly boxes tied with red ribbon, succeed in 
producing the desired effects. One of the State Street 
windows, divided into three sections, show the follow- 
ing: (1) beaded bags, wrist watches and cigarette 
cases; (2) silver shaving sets for men; (3) jeweled 
combs, vanity cases, ostrich fans. Another window 
shows women’s silk hosiery, displayed appropriately, 
with holly boxes ; a window of lace collar and cuff sets, 
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jabots, and silk mufflers; another of fancy umbrellas, 
handkerchiefs and perfumes, makes a nice three unit 


combination. 
Bedell’s 


Solid red panels of flat covered silk, in front of 
which has been placed a poinsettia tree of white flow- 
ers and foliage; red centers in the flowers, and silver 
tinsel fox-tail drops form the unit of Christmas deco- 
ration placed at regular intervals along the background 
of the Bedell windows. The effect is particularly good 
against the cane stone backgrounds and the black felt 
floor coverings. Four such units are used in the rear 
windows of this store wherein are displayed in well- 
selected and nicely arranged groups the following: 
Fur trimmed coats; beads, ostrich fans and vanity 
cases; silk blouses, some in Christmas boxes; angora 
sweaters and mufflers, some in boxes tied with red rib- 
bon; silk hosiery in Christmas boxes ; pumps and even- 
ing slippers with jeweled buckles; sport coats. A 
larger window is very attractive with a display of 
lingerie and boudoir robes shown on figures and draped 
about in nice units on the floor. A black vase on a 
teakwood tabourette, with white poinsettias and red 
berries, makes a nice decorative piece. 


The Fair 

The Fair had their corner window at Adams and 
State streets trimmed with toys about November 20th. 
The huge window is full of toys, and down near the 
glass, visible from both streets, is a life size hippopota- 
mus that opens its mouth automatically, amid the sub- 
dued shrieks of women and the ominous quiet of wide- 
eyed, excited youngsters. Other State Street windows 
of the Fair are being trimmed behind drawn curtains 
at the time this written. 


The Hub 


Mr. Leaker’s windows are spick and span, with 
clean-cut trims of men’s and boys’ clothing and furnish- 
ings. The clothing is well displayed in tasty units with 


perhaps a robe, silk pajamas, silk shirt, or some other. 


suggestion for Christmas shoppers, nicely placed in be- 
tween the main units. In each window are two hand- 
some carved gold candelabra pieces, with flat base sup- 
ported by carved claw feet. The top spreads out in 
tree design and carries twelve small electric candles. 
A bit of green holly with bright red berries, placed 
among the candles, completes a very distinctive Christ- 
mas decorative which takes up little room and does not 
interfere with the units of merchandise. Two of these 
are placed in each large window. 


Maurice L. Rothschild 


These windows, as might be expected, are modestly 
but significantly dressed in holiday array. Clothing 


for men and boys predominates in the displays. Mod- 
est holly wreaths or other Christmas decoratives are 
noticeable in every trim. * 

(Continued on page 53) 


Furnishings and other 








More than Twelve Thousand 
Gordon Books In Use 





BECAUSE Wm. Hugh Gordon’s “Lettering for Com- 
mercial Purposes” gives the letter-craftsman just 
the practical help and assistance he needs and ap- 
preciates. It is written in supremely simple style. 


BECAUSE it is thorough and complete, carrying a 
world of information that holds and thrills the 
seasoned artist as well as the student. 


BECAUSE it is modern, containing page after page 
of new and practical letter styles and combina- 
tions, a guide from fundamentals to finish, inspir- 
ingly beautiful and always thoroughly practica le. 


BECAUSE in its text it gives substantial, worth- 
while, practical professional information, gleaned 
from twenty-five years experience in various 
branches in the field of lettercraft. 


BECAUSE it is a book one lives with, the prized 
book of modern instruction for the card writer, 
poster artist, displayman and lettercrafter. Gor- 
don’s book is as enduring as his art. 


CHAPTERS 


Modern Lettering—Classification of Letters and Types— 
Some First Principles in Lettering—Brushes and Pens for Let- 
tering—The Potentiality of a Show Card Writer's Brush—First 
Principles in Show Card Writing—Arrangement and Balance in 
Show Card Lettering—Diagrammatical Analysis of Letters— 
Rapid Single and Double Stroke Numerals—Economy of Motion 
as an Aid to Speed—Modification of Type Faces Adapted to 
Brush Work—Italics for Speed Lettering—Speed Limit in Let- 
tering Show Cards—Fundamentals of Speed Work—“Poster 
Styles” of Lettering—New Alphabets vs. Old—The Show Card 
and the Show Card Man—lIllustrative Stunts for Show Cards— 
Motion Picture Titles and Their Preparation. 





Bound in blue Vellum DeLuxe Cloth, Cover Stamped in 
Gold—220 INustrations, over 100 of them page 
alphabet plates 


PER When ord din BOTH 
$9.50 COPY Combination ‘with a FOR $4. 90 
The Display World. 
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New York Display Field Is Active 


Windows and interior decorations for holiday displays prove 
to be greatest ever attempted by Gotham merchants 


By WILLARD D. HART 


Merchandising Analyst, New York City 


WYHRISTMAS this year, as well as in the past, 
has turned the stores from great merchan- 
dise emporiums into beautiful Christmas 
Main floors 





castles with Santa Claus supreme. 
have changed over night into gorgeous spectacles 
of decorative art. Soft green and red material has 
been used in great abundance over the gold and 
silver that was used last year. The red and green 
is much softer and more significant of the holiday 
than is the gold and silver. 

The toy floors are filled with wonders for the 
golden-haired and dark-eyed youngsters who throng 
them daily. Mechanical attractions are the order 
of the day, with great big animals that move their 
heads and tails as much of an attraction as any- 
thing. 

At Gimbel Bros.; the “Top o’ the World” is pre- 
sented. At Lord & Taylor’s Santa comes down a 
chimney to greet the kiddies. At Macy’s he has a 
great throne. At Bloomingdale’s and Hearn’s he has 
a castle, and at McCreery’s he has a “Wee Book 
Shop.” 

At Gimbel’s big wreaths hang from red ribbons 
on the posts. Red streamers hang between posts. 


ee 
° 


At Macy’s the entire balcony is hidden with gold- 
colored beaver board literally covered with clinging 
flowers. The posts have grill work running around 
them with poinsettias attached. McCreery’s have 
festoons of holly draped from post to post. The 
store Christmas poster hangs from a bracket from 
each post in a red frame. At Lord & Taylor’s a 
plaque of red material with a silver border is on 
each post. A small silver wreath is laced in the 
center of each and a large candlestick with a white 
electric light stands in front of them. The real 
Christmas window displays are just beginning to 
make their appearance. 

At Gimbel’s a wide variety of column decora- 
tions is found. Mechanical contrivances contribute 
motion and effect of activity. One of these consists 
of a circular trough in which large gold and silver 
spheres chase each other around. There are also 
revolving affairs on which seals, penguins and rein- 
deers move around in Arctic and Antarctic sur- 
roundings. Another type of column decoration has 
long curving branches supporting lanterns. Still 
another decoration represents flames. 

At Bloomingdale’s one set of decorations for the 





Showing Scenery Used to. Hide Elevator Fronts in Gimbel’s, New York City 
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columns consists of alphabet blocks and another 
uses a metal holder for candles decorated with 
poinsettias and evergreens. 

At Lord & Taylor’s the columns, which are 
square, are surrounded by poster panels. The pic- 
tures on the panels are appropriate to the merchan- 
dise surrounding them. For instance, two columns 
among the toy trains make use of trains, bridges, 
semaphores, etc., in a _sufprisingly attractive 
manner. . 

At Wanamaker’s the columns are decorated 
either with blended stripes executed in a modernist 
style or with large glittering spheres suspended 
from branching curlicues. 

Among the architectural structures erected on 
the toy floors, none is more impressive than “The 
Wee Book Shop” at McCreery’s. This is a practi- 
cable building constructed to house the juvenile 
book department. It is a most attractive edifice, 
large enough not to cramp the sales force and the 
customers, and at the same time it takes from the 
floor little more space than the thickness of the 
walls. It affords an exclusive refuge for harried 
book lovers. The building has a real shingled roof 
and shingled sides. It is painted a brownish-green 
with buff trimmings. Trellises entwined with ivy 
grace the front of the library and boxes are placed 
here and there. 

At: Abraham & Straus, Inc., Brooklyn, Santa 
Claus avoids overhead expenses by conducting his 
business out of doors. He sits in a sleigh amid the 
most wintry surroundings outside a snow-covered 
structure encompassed by grim walls of massive 
masonry. A tandem team of three reindeers gal- 
loping at full tilt, always in the same place, depict 
arrested motion gracefully. The stationary sleigh 
and the running motive power might seem analo- 
gous to a standing automobile with its engine run- 
ning without the stigma which the modern captains 
of larceny have attached to the latter. The leader 
of the tandem is soaring gaily over the icy, snowy 
wall at the right. White ribbons assume the role 
of harness. 

Dark tiles appear through the snow on the 
castle roof and a border of icicles hangs below. At 
the inner ends of the walls colored turrets with 
illuminated windows overhang, and all around are 
shrubs loaded down with snow. A rocking horse 
suspended from a bracket swings over the front 
door in the manner of a tavern sign. There are two 
windows at different levels, with shutters open. 
Behind translucent panes shadow pictures of ducks, 
rabbits and other favorites pass continuosly. * 

Hanging lamps near the Santa Claus preserve 
have shades covered with what seems to be ice and 
snow. Many of the columns of the A. & S. toy floor 
have merry-go-round decorations; many, perhaps 
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DISPLAYS 


THEODORE KAHN 
Prest. & Gen’] Mgr. 


155 West 29th Street 
New York City 


Phone, Pennsylvania 2288 


Decorative Effects, Drap- 
ing and Scenery for Show 
Windows, Fashion Shows, 
Booths and for Exhi- 

bitions. ( 


Original Ideas and Designs 
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Shoe Stand Shirt Stand 
No. 1782-S No. 1703-S 


Fixtures for the Merchant Who 
is Thrifty 

We make only wood display fixtures. 

Before buying any more fixtures we sug- 

gest that you get our catalog and compare 


styles and prices. We know we can save 
you money. 


Artistic Wood Turning Works 


Successors to Polay Fixture Service 


529 N. Halsted Street Chicago, II. 
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is this instruction course by 


WM. HUGH GORDON 





To Letterers and Students 


This primary instruction course in lettering has 
made good. It is the first application of the 
Gordon System, based on well-defined compari- 
sons. The familiar music staff is used here as an 
aid to correct alignment and construction of 
letters. 


The most simple letter forms are shown and 
gradual progress is made up to the most mod- 
ern styles in popular use. These are all divided 
into four classifications from which all correct 
individual conceptions may be devised. In each 
case mention is made regarding the brushes, pens 
and materials best adapted to the production 
thereof with the least degree of effort. 


This course has met the great need for up- 
to-date instruction on this subject and will not 


disappoint. 
To Beginners 


This system will enable you to study letter- 
ing intelligently and answers all questions in a 
manner calculated to inspire the student with 
confidence in the abilitv of his instructor. It 
eliminates indiscriminate practice. Reduces theory 
to a point of producing almost immediate results. 
Heretofore lettering has been taught by present- 
ing a few alphabets, mostly ill chosen in point 
of adaption to handcraft. These, with a few 
random remarks about drawing the characters 
as represented, completed the course in confusion, 
leaving the student to his own devices with the 
usual result—Failure. 


Each lesson printed on cardboard, Size 7x11 
Blue Portfolio Container 


THE DISPLAY WORLD 
Cincinnati, Ohio DW-11-23 


Gentlemen: 

Enclosed find money order for 

[™] $2.00 for one copy Gordon’s ONE HUNDRED LOOSE 
LEAF LESSONS IN LETTERING. 

[_] $3.08 for one copy Gordon’s ONE HUNDRED LOOSE 
LEAF LESSONS IN LETTERING and a year’s sub- 
scription to The DISPLAY WORLD. 

Ship postpaid at once to the following address: 


Name 
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Note.—If remitting by check add 10c for exchange. 








all of them, are enveloped with red silhouettes of 
Christmas characters on a gold background. 

Santa Claus’s main office and principal sales 
room are identical with his chief distributing point 
in the toy department at A. I. Namm & Son’s, 
Brooklyn. At Namm’s Chistmas packages are de- 
livered by Santa in person f. o. b. fireplace, and in a 
magnified fireplace he takes orders from his young 
clientele. This front of the fireplace is constructed 
in the proportions of a normal one, but is high 
enough to leave plenty of head room for a man 
standing in the recess where the fire is supposed to 
be. The walls are of papier mache cobblestones in 
varied tones of brown and green. 

A large mantelpiece projects along the front. 
On it are a clock, an old musket, two trays and two 
vases; hanging from it are two gigantic stockings 
lined and covered with Christmas things. Two 
overgrown candles stand on the floor at the right 
and left. In front is a fender in black and gilt. 
Beside the fireplace two monstrous andirons are 
standing. They support make-believe logs over 
make-believe embers illuminated appropriately. 
Colored triangles of ribbon blown by a concealed 
fan represent flames. A crane holds a kettle sus- 
pended over the fire. 

Santa Claus, with the assistance of two trim 
and comely young woman pages, books his cus- 
tomers’ orders and delivers packages upon presen- 
tation of the ticket previously purchased for fifty 
cents. The packages are produced from the back 
of the recess under the flue. There are two assort- 
ments, one wrapped in pink paper, which is given 
to the girls, and the other wrapped in blue, which 
is given to the boys. The long lines in front of 
Santa attest to the many transactions he handles 
each day. 





FIRM ANTICIPATES PROSPERITY IN 1924 
The Ornamental Products Co., Detroit, has sent all its 
patrons and friends an optimistic letter on the predictions 
of prosperity for 1924. Enclosed in the letter is a copy 
of a syndicated newspaper article by J. W. T. Mason. If 
the pep expressed is an indication, the Ornamental Pro- 
ducts Co., is looking forward to a big year in its business. 





DECORATIVE FIRM MOVES JANUARY 1 


Adler, Jones & Co., will move into new quarters Jan- 
uary 1, occupying more commodious space at 643-51 South 
Wells Street, Chicago. Rapid progress by this firm has 
necessitated in two removals prior to the present one, 
and it is anticipated that continued growth may make the 
new quarters even too small in a very few years. Many 
features will be added to the complete line carried by the 
firm for the New Year. 





H. M. Fisk, until recently display manager for Feist & 
Bachrach Co., Tacoma, Wash., is now assistant to Frank 
Maxwell, director of displays for Frederick & Nelson Co., 
Seattle Wash. The position left vacant by Mr. Fisk has 
been filled by Mr. Bacon, formerly of the Stone-Fisher 
Co., Tacoma. 
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The Display World Honor Roll‘of Display Specialists 














The DISPLAY WORLD, after a thorough investigation of the quality, service and business 
policies of the following Display Service organizations lists them here and recommends them 
to manufacturers, advertising agencies and merchants interested in distinctive display service. 





GEORGE A. SMITH 
1737 Broadway, New York City 
Complete Display Campaigns for National Advertisers 
—Local Display Service—Advisory Service to Manu- 
facturers and Advertising Agencies 


Manager, George A. Smith 


THE KINNEAR ARTCRAFTS 
6 East 15th Street, New York 
Local and National Window Settings, High-class Art 
Panels, Backgrounds, Scenery, Screens — Sketches 
furnished to reliable firms. Correspondence Solicited. 
Stagecraft—Conventions—Expositions 





J. D. WILLIAMS DISPLAY SERVICE 
Auditorium Building, Chicago 
Advisor in National Campaigns—Local Display Service 
—Complete Service for National Advertiser 


Manager, J. D. Williams 


MARTIN JENTER ARTCRAFTS 
185 S. Columbus and 101-109 Haven Ave., 
Mt. Vernon, N. Y. 


Artcraft Window Displays, Exhibits and Entire Expositions. 
Specialists in Hand-made Krummeck Processed Duplications of 
a very high grade type in quantities of 25 to 100 for routing 
all over the world. President—Martin Jenter 


SMITH-BOOTH WINDOW SERVICE 
124 W. 34th Street, New York 
VISUALIZED WINDOWS FOR NATIONAL AD- 
VERTISERS. Products of all kinds set-up in model 
windows and photographed by an expert staff. 
Backgrounds and trims designed and executed. 














FISHER DISPLAY SERVICE 
40 No. Wells St., Chicago 


Plan and Install in Chicago and Vicinity Displays of 
Nationally Advertised Products—Local Service 


Manager, S. Fisher 


HOLDEN DISPLAY CO. 
447 Stockton St., San Francisco, Cal. 


“Window Displays that Sell” 
Local Service—National Campaigns 


Manager, W. E. Bedbury 


DISPLAY SERVICE DISTRIBUTION SYSTEM 
12 E. 42nd St., New York City 
A National Window Display Service endorsed by lead- 
ing manufacturers specializing in distributing and in- 
stalling sales-producing window sales campaigns. 
Norbert Felix, Manager 




















News From the Display Seveiee Field 
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J. H. Hilton, who formerly conducted The Bloomington 
Window Display Company, Bloomington, IIl., has discon- 
tinued his service there and has become display manager 
for the O’Brien-Jobst Company, Peoria, Ill. This is one 
of the leading men’s wear stores of the middle west, and 
Mr. Hilton reports that he is much pleased with his new 
surroundings. ‘ 

William J. Randolph, who was formerly display man- 
ager for the O’Brien-Jobst Company, is now in a new posi- 
tion in St. Louis. The many friends of Mr. Hilton, who 
is known as an expert card writer, as well as displayman, 
wish him the best of success in his new location. 





Taussig & Flesch, designers, 25 East Jackson Boulevard, 
Chicago, report much progress in the field of store plan- 
ning, indicating that the year 1924 will see many improve- 
ments in stores throughout the country. The demand for 
fixtures seems exceptionally strong, and in their work, 
Taussig & Flesch are giving a distinctive service to the 
field, always working closely with the proprietors of an 
establishment in providing sketches and designs. 





C. E. Stecher, executive secretary of the Associated 
Men’s Neckwear Industries, Inc., 432 Fourth Ave., New 
York City, reports that the recent contest conducted by 
this service organization, was a decided success. Photo- 
graphs of hundreds of unusual neckwear displays were 
received at the New York offices, and the judges are hav- 
ing a difficult time in selecting the winners. It is antici- 
pated, however, that this work will be completed some- 


time during the holiday season and the awards an- 
nounced. 





A new window display service to specialty shops has 
been provided in New York City under the title of the 
Artcraft Studios, located at 261 West 43rd Street. The 
studios were organized for the express purpose of supply- 
ing retail merchants with the means of high-grade and 
distinctive window displays, which are ordinarily beyond 
their means, at a nominal charge and changing such dis- 
plays as often as do the modes and nature of the pro- 
duct displayed. This service is given under periodic con- 
tract; the merchant supplying nothing but the show win- 
dow and merchandise to be displayed; the studio design- 
ing, building and staging the setting. 

All art work is under the direct supervision of Watson 
K. Mawby, former scenic artist with Joseph Urban, de- 
signer of scenes for the Metropolitan Opera and Ziegfield 
Follies. Montague I. Warshaw is in charge of the ad- 
vertising. 





Was At Pinacle of Display Fame 


Do you know that Edgar M. McCartney, popu- 
lar Botanical Decorating Company salesman, was, a 
few years back, considered one of the most accom- 
plished artists of the display profession? His dis- 
plays for the Joseph Horne Co., Pittsburgh, were 
famed for their originality and beauty, and when 
Mr. McCartney assumed the display directorship for 
Armour & Co., he produced a number of display 
gems never equalled in the national field. 








50 THE DISPLAY WORLD 


Pacific Coast Display Activities 


Feagans & Company open elegant jewelry store in Los Angeles 
—New hosiery shop at Portland is revelation 


By DAVE E. ANDERSON 
Special Correspondent, The Display World. 






Y CORUSCATING diamond among the diadem 
tags \ of beautiful shops that make up Los Angeles’ 
ee distinctive stores, was added when Feagans & 
Company formally threw open its doors to the public. 

“Tt is the most magnificent jewelry store in America 
or Europe,” is the emphatic declaration of many who 
really know. Architecturally, the new. Feagans store 
stands out as an achievement worth going down in local 
store planning history. Black and gold Belgian marble 
has been used as front facing, with classical pilasters 
interestingly relieved with hand-chased bases and capi- 
tals of bronze. Display space totaling 141 linear feet 
fronts the sidewalk. The entire frontage is sur- 
mounted by art glass panels bearing the Feagans crest. 
The crest has been worked in the interior woodwork 
and developed in the original colors of the family 
insignia. An alluring early French period treatment 
has been accorded the entire interior, lending it an 
aspect neither coldly commercial nor exclusively shop- 
pish, but as Mr. Feagans himself points out, “a restful, 
though elegantly home-like atmosphere.” 





(7'a \ 






Luxurious carpets cover the floor with the color 


scheme worked out in blue and taupe, harmonizing 
with blue-toned wall panels and the ceiling decorations. 
Inspired by the Napoleon Room in the Louvre in Paris, 
considered one of the most beautiful rooms in the 
world, the ceiling decoration, created in gold leaf on 
blue and harmonizing delicate shades, presents a color 
and art spectacle that is breath-taking. 

Gold and crystal chandeliers, made in France espe- 
cially for the Feagans store, give a jeweled effect to 
the interior. 

Private rooms for patrons desiring to choose their 
jewelry in seclusion have been provided; a system of 
safes in every department, with private safes; gratui- 
tous keeping of valuable gems, as well as-one of the 
most complete coverage insurance policies of any jew- 
elry store anywhere—are other features which make 
this store stand apart and add luster to the retail 
laurels of the city. 


New Hollywood Store 


An air of luxury and yet practicability, fittingly 
describes the Hollywood store of Weatherby Kaysers 
which was opened just a short time ago. The interior 
of this attractive store is finished in antique walnut, 
following a modern adaptation of Old English archi- 
tecture, while panels of full length mirrors alternate 
with built-in display cabinets around the store. In the 
ladies’ and children’s sections on the main floor, plush 


upholstered walnut setees fit to grace the drawing-room 
of the most discriminating, serve to provide the seating 
arrangements, while a natural finished oak floor, cov- 
ered with harmoniously blending Oriental rugs, sets 
off the dark woodwork to perfection. 

In place of the high shelving and bulky ladders of 
yesterday, a hanging mezzanine is used. The top box 
is in easy reach both on the main floor and the balcony. 
The straight line in the balcony’s expanse is broken 





Staiger’s New Stocking Shop, Portland, Ore. 
Miss Marie Dickey, Manager 


by a broad, thick carpeted staircase at the front of the 
store, leading through it up to the second floor and to 
what is undoubtedly one of the few daylight men’s 
departments in the United States. This has been 
termed the Club Department. Three large French win- 
dows, each opening on a small balcony, give an abun- 
dance of light to the room. The casework is in keeping 
with the main floor, but here are heavy leather uphol- 
stered davenports and armchairs with smoking-stands 
placed conveniently. The display windows, which are 
a marvel of graceful fixtures and full length wood 
panels, are under the direction of E. C. Ormen. 

John G. Oger, at one time with C. H. Wolfelt’s 
Bootery, is manager of Weatherby Kayser’s newest 
store, while William N. Brayton. of the Pasadena store, 
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is in charge of the ladies’ department, and Earl C. 
Brown, of Hirschman’s, Salt Lake City, has charge of 
the men’s department. 


New Hosiery Department 


The newly opened hosiery department, Staiger’s 
Stocking Shop, at the well known Staiger’s shoe store 
on Morrison Street, Portland, Ore., illustrates just how 
effective such a department may be made in a modern 
shoe store, for here is topnotch of merchandising ideas. 
Though it takes only a small space in the main sales 
room, it is quite the most lovely part of this smart shop 
and its success began the day it opened. 


It is just inside the main entrance to the left, but 
no one needs to be told where it is if they come inside 
the door, for this corner is so attractive that customers 
instinctively look at it first. The same quiet air of 
elegance and good taste which pervades the entire store 
seems to be especially concentrated here in the richness 
of dark mahogany, the gleam of polished glass, the 
glitter of buckles in the depths of black velvet. 

Two sectional cases keep the stock. These cases 
are arranged so that more may be added as the depart- 
ment increases, and an especially attractive feature is 
the display space at the top. Each case has an un- 
broken glass window, about eighteen inches in height, 
lined throughout in rich black velvet. This gives an 
excellent opportunity for unit trims, which are always 
carried out with beautiful artistry at Staiger’s. A 


spray of colored flowers is used against the dark back- . 


ground, and one pair of shoes is displayed in each unit. 
A novelty idea in footwear is selected, something with 
a bit of color. Then the hose are chosen of exactly 
the same shade as the color of the.shoes. No matter 
how odd a shade it may be, the hosiery is of the iden- 
tical hue, for this is a specialty at Staiger’s. Each case 
has two drawers which are divided into four compart- 
ments. This permits the stock to be kept in perfect 
order, so that the exact stocking may be reached in 
almost a single movement. The glass doors of these 
drawers are decorative, in that the color of hosiery 
shows through and also gives further ease in locating 
the stock. 

The front of this department is made of a single 
showcase, almost entirely of glass. Here are all the 
loveliest things in feminine footwear and accessories, 
for this is devoted to a showing of evening slippers, 
hosiery and buckles. The sheerest chiffon hosiery is 
displayed with gold and silver pumps against a dark 
background. Bright rhinestone buckles occupy a case 
in the top shelf and evening shades of hosiery. The 
lower part of the case has one or two pairs of pumps 
with hosiery of the exact color, and a center display. 

And right here it is impossible to go further with 
this description without bringing Miss Marie Dickey 
into the picture. She is quite worthy of a picture all 
her own. Miss Dickey is buyer and manager of the 
department and the genius who has made it so success- 


ful. The new department has one other real important 
reason for existence. The use of the beautiful hose 
in shoe displays unquestionably adds much new interest 
to the prospective customer. 


Awarded Medal for Display 


The displays arranged by W. A. Spence for Calla- 
han Co., Yakima, Wash., havé been attracting much 
attention and favorable comment. Mr. Spence does 
indeed create displays with marked advertising value, 
as well as artistic and beautiful arrangements of the 
merchandise. On a silk window which was entered in 
the National Silk Association contest, Mr. Spence was 
awarded a bronze medal. One of his recent displays 
was one featuring some exquisite laces of black and 
white. Black velour drapes, against which was a gor- 
geous spray of white mother of pearl foliage, was used 
as a background for the display. A beautiful floor 
lamp, which at night cast such a pretty, soft light upon 
the drapes of laces, completed the display. 


Display Size 20 Shoe 


A display which might not be considered a master- 
piece from an artistic standpoint, but certainly attracted 
an unusual amount of attention from the passerby, was 
at VanDegrift shoe store in Los Angeles. Big men 
need not despair of finding shoes to fit them. Large 
shoes—not merely elevens and twelves, but thirteens, 
fourteens and fifteens—in AA to EE widths predomi- 
nate. The feature display, however, is a shoe in size 
20 EE. This shoe was made for John Aasen, the nine- 
foot giant that plays with Harold Lloyd in his latest 
popular picture “Why Worry?” According to H. L. 
Van Degrift, manager of the company, the size 20 
shoe is the only shoe made to order; the other large 
sizes are carried in stock. 


Novel Inspires Window 


The popular novel, “His Children’s Children,” by 
Arthur Train, was the inspiration for one of Ted 
Horsefield’s splendid displays for J. K. Gill & Co.’s 
book store at Portland, Ore. The window was ar- 
ranged to give the suggestion of the drawing room of 
a home, by use of a mantle, tables and vase of flowers. 
Copies of the book were placed on the tables and upon 
the mantle, while some were open upon the floor. In 
one corner of the window was a life-sized cutout rep- 
resenting the leading characters of the story. A copy 
of the supposed inscription upon the wall, which was 
the keynote of the story, sets in a frame above the 
fireplace. Undoubtedly the readers will be interested 
to know that this display won for Mr. Horsefield the 
first prize of $100 given by the publisher, Chas. R. 
Scribner & Sons, New York. 

Since the disastrous fire in Astoria, Oregon, about 
a year ago, many new buildings are being erected. 
Among the first of these to be rebuilt was the home for 
the Bee Hive department store. The new building, 
modern, fireproof and commodious in every way, gives 
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Astoria a department store equal to those in much 
larger cities. In planning the new building, display 
windows and facilities were given much consideration. 
Entire new equipment, including wax figures, forms 
and display fixtures of a very graceful design in natu- 
ral gumwood finish, have just recently been installed. 
C. R. Earley, formerly with the Bee Hive Company 
as display manager, and who for some months held a 
similar position at West & Seigrist Dry Goods Co., of 
La Grande, Oregon, has again taken up his duties at 
the new Astoria store. 

S. Cohen, display manager of Roos Bros., San 
Francisco, never fails to strike the keynote of human 
interest as well as showing unusual individuality in his 
displays. Mr. Cohen recently executed a display of 
cut silk neckwear which produced favorable comment. 
This display was centered by a fan-shaped unit, the 
sections of which were draped with Persian silks in 
various contrasting colors. 

John Stiff, formerly assistant to Paul Lupo, of 
Barker Bros., Los Angeles, Calif., has recently ac- 
cepted a position as advertising and display manager 
for Ferber’s department store at Glendale and Fuller- 
ton, Calif. The Glendale store is the latest addition 
to a chain of department stores oprating in southern 
California. The new store has an arcade front of 
fifteen windows with 350 linear feet of display space. 
The backgrounds of the windows are finished in ivory, 
with French gray highlighting. His many friends in 
the East, as well as in the West, will be glad to hear 
of Mr. Stiff’s recent change of position and will wish 
him continued success. 


Display Managers Change Places 


It is with great pleasure that we announce the ad- 
vancement to a higher and more advantageous position 
of another displayman, T. E. Bopp, of San Francisco. 
Mr. Bopp has been in charge of the displays for Frank 
More Shoe Stores and has recently been made manager 
of the San Francisco stores. 

G. E. Owens has just recently been selected display 
manager for H. Liebes & Co., Portland, Oregon, suc- 
ceeding Mr. Turner. Mr. Owens has been affiliated 
with the John L. Stark Co., of that city. 


C. C. Bargers, at one time first assistant at Meier 
& Frank’s, of Portland, Oregon, and who has recently 
been doing costume designing for the “movies” in Hol- 
lywood, California, has returned to the display pro- 
fession. While in California Mr. Bargers had a vaude- 
ville act in which he starred with six young ladies, 
playing in the finest of theatres in southern California. 
He is now display manager for Fulop’s clothing store 
of Portland. 

The Mathis Clothes Shop of Portland, Oregon, has 
a new display manager, L. N. Simpson, recently with 
the Ed. Reynolds Co., Dallas, Texas. 

The Emporium, of Portland, Oregon, has selected 
C. W. Weber, formerly advertising manager for Mont- 


gomery Ward & Co., as director of their displays. 

C. A. Collins has come from the Standard Mercan- 
tile Co., of De Ritter, Louisiana, to direct displays for 
the Columbia River Mercantile Co., at Longview, 
Washington. Longview is the new city being built by 
the Long-Bell Lumber Co., which has had so much 
publicity throughout the United States because of the 
vastness of the undertaking. 





Children’s Book Week Is Success 


Characters in stories dear to kiddies are 
depicted in artistic window display 

Youthful bookworms just had to turn and to wriggle 
around their elders to get a good square look at the 
delightful display set before them at R. H. Macy & Co., 
during the week devoted to children’s books. 

A reception committee composed of old time favorites 
from boys’ and girls’ bookland was lined up to greet their 
patrons. At the center of the window on a black platform 
two steps high, stood a screen in the form of a book. It 
was covered with gold cloth and bore red letters the 
legend, “Boys’ and Girls’ Bookland.” In front of the left 
hand page of the screen stood the Nurse from “Alice in 
Wonderland,” a somewhat plain lady of austere mien 
holding a baby. She wore an impressive headdress of 
yellow. 

At the right, one the lower step, the Queen with head 
thrown back and mouth more than open stood facing to 
the right. On the floor level at the left the Mad Hatter 
presented himself to the scrutiny of juvenile alienists. 

The figures and their costumes were copied faithfully 
from the illustrations in an edition of “Alice in Wonder- 
land featured in the window. Copies of the book stood 
and lay on and around the steps on which the figures 
were. Other figures appearing in this window were Rebecca 
of Sunnybrook Farm and David Copperfield at the left; 
at the right, “Alice in Wonderland” fame, and the Brinker 
children, Haensel and Gretel. The wall and floor were 
covered with black material. Two pictures in full color 
broke the monotony of the black wall. 





Budget System Declared Practical 


Displayman from south declares his success 
depends largely on thorough study 


H. W. Weaver, display manager for Black’s, Birm- 
ingham, Ala., a displayman of first rank, is a stickler 
for system, and attributes much of his display success 
to practical department methods. He is strong for the 
“Budget System” and says so. He declares: 


“The success of any display department depends largely 
on the Budget Plan of operation. No matter how small 
or how large the budget may be, I believe some sort of 
an appropriation should be set aside for the show win- 
dows because the displayman can work to much better 
advantage if he knows just how far he can go. Then 
again, it places on him a responsibility that cannot help 
but give him a better business training, and, finally, the 
expenditures for the windows are not likely to be mis- 
appropriated since under the budget plan every dollar of 


appropriation is carefully planned. 
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Attractive Grocery Windows Pay 


Kansas food displayman has attractive showings 
without entailing large expenditures 


The grocery and food product field is one that offers 
great opportunities for window displays without a great 
amount of expense. C. C. Edwards, display manager for 
The Kansas Cash Stores, Abilene, Kansas, has been con- 
ducting a series of remarkably attractive displays, and 
only recently received a letter of commendation from 
The Joseph Campbeftl Company, Camden, N. J., for his 
recent window on Campbell’s soups, which is reproduced 
herewith. 

In commenting upon his method of producing food 
displays, Mr. Edwards said: 

“T build all my own backgrounds, and some are very 
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Artistic Inexpensive Campbell’s Soup Window 
by Mr. Edwards 


attractive, yet simple and inexpensive. The background 
of the soup window is made of 1x2 inch strips of lumber 
and beaver board, which creates a light, strong frame. 
This is all covered with crepe paper. The framework is 
grey, with white trimmings. The curtain effect is of red, 
the same color as used on the labels of the cans. The 
lettering is cut out of white cardboard. 

“These windows get results. I know that grocery 
display has not been developed as has dry goods, shoes, 
clothing, etc., but there is no reason why it should not be. 
From what experience I have had, I know it pays. Our 
business has never been better than it is now and one 
of the main factors of this steady increase is display.” 





Chicago Monthly Display Review 
(Continued from page 45) 


smaller things are significantly displayed on a strip of 
puffed velvet fifteen inches deep, right down in front 
of the window and next to the glass. This idea is car- 
ried out all round the entire front. Christmas boxes 
and ribbon tied parcels are used to emphasize the 
possibilities of such things as hosiery, garters, jewelry, 
underwear, gloves, neckwear, shirts, etc. 


Marshall Field & Co.’s Men’s Store 


This store is using the same large red wreaths as 
used last year. They present a new look, however, 
through the addition of some small green holly ar- 
ranged at the top of the wreath. The displays of mer- 
chandise are carried out in the usual Field style. 








VALANCES 





OUR SPECIALTY 
Give us a description and lay out of your store front 
and the type of trade you cater to and we will design 
the proper valance for you, no charge for this service, { 
also a complete stock of silk plush, write for price. 


Karl L. B. Roth, Manufacturer & Designer 
FINBLAY, OHIO 
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DISPLAY PANEL PAPERS 


THE NEW LINE FOR 1924 IS READY 


SPECIAL NOTE.—Owing to’ the high cost of sending out 
10x12 Sample Books, which even then do not show the full 
designs, we have decided to,send out a 20x24 Bound Book on 
special loan, making a charge of $7.50 if the book is not re- 
turned. Kindly state, in writing for samples, that you will 
return same after selection is made. 

These Display Panels are intended for use in screens 

which we make up special to your requirements. 

Beginning January Ist, we will stock papers of the box 
covering variety together with velours. State which line you 
are interested in. 


Write to Our New Address 
BRECKER BLDG., 638 HIGH STREET 


MURDISON DISPLAY SERVICE 
BUFFALO, N. Y. 




















ACME DRAPERY CO. 


Manufacturers of 
Curtains and Draperies for Store Windows 
VALANCES — PANELS 


567 Third Avenue Dept. A New York City 











THE KINNEAR ARTCRAFTS 


Window Settings and Novelties, 
Art Panels, Scrolls, Backgrounds 


Correspondence solicited. 
19 EAST 15th STREET NEW YORK 




















FREEDMAN CUT-OUTS, Inc. 
Advertising Cut-Outs & Novelties 
Mounting, Finishing & Easeling 


121-125 WEST 17th STREET, NEW YORK 
TELEPHONE CHELSEA 4686-4687-4552 


























Want Ads Get Results for You! 
Only $1.50 per Inch 
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Practical Suggestions For Show Cards 


Varieties of weights and color in card boards great aid 
to artistic work, store displayman explains 


By J. H. HILTON 
Display Manager, O’Brien-Jobst Co., Peoria, Ill. 


SE}HERE are so many grades of card board 
that it would be impossible to go into their 
| proper uses in this brief discourse. I will 
confine myself with those best suited to the store 
use. 

The busy card writer in the department store 
must depend largely upon an eight-ply white board 
which is no doubt the proper card board to use 
there. Perhaps a black board would be alright 
to break the monotony but the card writer must be 
a master with the brush or pen in this case as every 
line and stroke stands out bold and clear on black. 
on black. 

The size of the card depends very much upon the 
size of the window. For instance a display win- 
dow that is high and deep would require a long, 
narrow card, or a 11x14 upright. 

In small windows such as haberdasher’s stores 





I would say 7x11 inches, etc. 
The next item of importance is the color scheme 
or color harmony. In the fall a show card can be 


De Luxe 


tatlored 
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for £90¢49.- 
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made beautiful by using air brush colors with the 
leaf effect in real fall colors. Always air brush 
your card before lettering. “One touch of nature 
makes the whole world akin”’—some one has said 
and if the card writer will bear this in mind, he 
will have no trouble in securing beautiful color 
combinations and what is more important will keep 
his cards in tune with the season. 

Show cards for men’s apparel stores can be 
made very attractive by using cutouts taken from 
various magazines and pasting in the left hand 
corner of the card. Then to make it more attrac- 
tive use a small music pen and work fine scroll 
work around it to give it the appearance of hand 
lettering. 

Use more beveled card board in clothing store 
work! 

The beveled card is far more attractive and has a 
better advertising appeal than the thin, curling card 
which warps when the sun hits it. 

Now in regard to lettering. I find that store 





Strikingly Illustrated Show Cards by H. W. Weaver, of Black’s, Birmingham, Ala. 
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December - - - - - - “- J AN UARY 


December is fading away—JANUARY is just around the 
corner. High time to prepare for the high-powered 
January Sales. 
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e BRUSHES ano SUPPLIES 

m 


nd BE Not a requirement that isn’t illustrated and described 
in our “encyclopedia,” known as Catalog No. 10. Get 
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° Christmas tom Bert L. Daily 


. 126-130 E. Third St. Dayton, O. 
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Learn under the instructions of the leading Show 
Card Writers of the country. Men who are daily en- 
gaged in the work. Practical men who are willing to 
teach the “tricks of the trade” in a practical, easy-to- 
learn manner, through the assistance of the latest inven- 
tion—the Motiograph, which in reality is motion pic- 
tures of the instructor’s hand in action. 











If you are serious and really want to learn Show 
Card Writing, get in touch with us. 


HURLOCK BROS.COMPAN Y ine. W.SCHOOL OF 
3436-38 MARKET STREET LETTERING 
PHILADELPHIA Standard Bldg ~ Rogers Park ~ CHICAGO, ILL. 
































THE DISPLAY WORLD 




















What the “Passerby” 
Thinks of you 9 


or Your Store ° 













largely depends on your 
Show Cards and Window 
Backgrounds. 


Don’t Let Your Displays 
Destroy Public Confidence 
make yours so attractive that 
they create a desire to buy 


and like a magnet—fairly pull 
the Customer “IN.” 


A Parrot Can Talk But He's No Salesman 
Some Signs—Show Cards Don’t Even “Talk” 
PAASCHE AIR BRUSHES make Your 
Display So Good They Tell Your Story 


to Your “Tomorrow” Customers! 
WRITE FOR CATALOG 


Sadache A Saab Co. 


1902 DIVERSEY PARKWAY CHICAGO 
Makers of Air Brushes—Accessories, Acknowledged the BEST 


















Patttls ba ae 
Le) 6 | . 
request 





SHOW CARD 
WRITERS 
SUPPLIES 


Address: Supply Dept. 


DETROIT SCHOOL OF. LETTERING 
514-516 Griswold St. Detroit, Mich. 


24 Years of Service 





sign writers depend entirely too much on the pen. 
Get away from that, as the pen is only good for 
small work and when you are imitating brush work, 
learn to use the brush. You will have to learn 
some day when an order comes through for a lot of 
sale cards and they are wanted in a hurry. Then 
you will find the pen inadequate. I use the pen 
every day as well as the brush,-and between the 
two I can get along much better than if I confined 
muself entirely to the one or the other. The fin- 
ished card writer is versatile and capable ; he makes 
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One of Mr. Hilton’s Show Cards with Use of a 
Small Cutout 


use of both the pen and the brush, and finds that 
either of these is indispensable. 

Black cardboard is about the neatest kind of 
board when lettered properly. . 

For instance, select a style C Speedball pen, 
burn it with a match, then sandpaper it a little. 
Mix about three drops of yellow water with some 
good white show card color. You will have a rich 
cream color, which is very effective on cardboard 
and which will flow smoothly with the pen. 

For your copy and practice work, watch the 
movies. In the sub-titles of our present day pro- 
ductions many of the country’s most famed let- 
terer’s work will be found. The poster showings 
in every city, too, represent the highest class of 
the lettering art, and can be studied and practiced 
ta advantage by any student. Always be on the 
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PO ° Opportunity Sxchange © 


Men Wanted Positions Wanted Gor Sale W anted to Buy 





LIVE SALESMEN AND 
AGENTS WANTED 


to handle our 1924 line of Dis- 
play Panel and Floor Papers. 
Write for full particulars stat- 
ing your territory. 
MURDISON DISPLAY 
SERVICE 
Brecker Building 
638 High Street 
Buffalo, N. Y. 


NATURAL MINIATURE 
TREES FOR LANDSCAPE 
DISPLAYS 


Perfect in every detail. Six 


to twelve inches high. Very |. 


lasting, $5.00 per dozen pre- 
paid. 
DRESH DISPLAYS 
104 Church St., 
San Francisco, Cal. 








DISPLAYMEN 
WANTED 


To sell window display fix- 
tures on liberal commission 


basis. 
ARTISTIC WOOD 
TURNING WORKS 


529 N. Halsted St. 
Chicago, IIl. 

















DISPLAYMAN 


with all around department store 
experience seeks new location. Can 
do show cards. Age 35 years, mar- 
ried, steady habits, fine references. 
Wants position in department 
store, or ladies’ ready-to-wear 
store. Address 


E. J. HAMILTON 


41 James Street 
Rochester, N. Y. 





Window Trimmers, Displaymen — Paint 
your own Scenic Background and Artistic 
Accessories. We teach you how by Mail. 
Our Exclusive Correspondence Courses in 
Theatrical Scene Painting and Pictorial 
Arts are practical and inexpensive. We 
also sell Imported Theatrical Scenery 
Models; they are wonderful. Send stamps 
for Illustrated Literature and Price Lists. 
Enkeboll Art Institute, Omaha, Neb. 


POSITION WANTED 


Display and Advertising Manager is open 
for position. Fifteen years’ experience of 
proven ability with high-class stores. Very 
best references. 


Address “E. F. W.” 
Care The DISPLAY WORLD. 




















POSITION WANTED—As Window Trim- 
mer and Card Writer by young man, sin- 
gle, hard worker, open for position. Sal- 
ary secondary, main object environments, 
future opportunities, permanent connec- 
tion. In west or middle west preferred. 
H. C. CHRISTENSON, 2327 James Avenue, 
N. Minneapolis, Minn. 








WANTED — WINDOW TRIMMER AND 
“CARD WRITER 

for high-class men’s wear store located in 
Ohio city of 250,000 population. Must be 
capable man in every respect, with ideas 
and good taste. Reasonable salary to start; 
future will be just as big as you make it. 
Write fully about yourself. Address 

J. M. S., Care The DISPLAY WORLD. 

















— “Turole 4° 
Tailored at Fashion Park 


One of the looser type models 
With pe t Constructiory 


Lined. 
Thiteer Cut Straight 
Worn Plain, or Cuff Bottom 











"Whirl’ 
Society Brand Model 
of slender lines 


High'waisted, Straight tront 
Trousers cut wide. 


Double Service Fabric 


FOO, 











Neatly Lettered Show Cards by E. H. Leaker, Display Manager, The Hub, Chicago 


alert for new ideas—it is ideas that count nowa- 
days; the public always wants something new, and 
in this country we are serving the public. 


card writer. 


Read the magazines and trade journals, for they 
always contain something of importance for the 








ATTENTION DISPLAYMEN! 


WRITE RIGHT NOW for a copy of our Card Writers’ Bulletin. It contains 
more than 240 illustrations of Brushes, Stencils, Air-Brushes, etc.. It’s FREE. 
Get a copy of this new Bulletin and save money on your Brushes and Supplies. 


DICK BLICK CO. — BOX 437D — Galesburg, Iil. 
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COMPLETE BRUSH AND PEN 
OUTFITS 


These outfits contain everything necessary for 
the Card Writer and Displayman. 


BRUSH OUTFIT FOR $2.00 























1 No. 12 Pure Sable Rigger Ee $ .90 
1 No. 8 Pure Sable Rigger BES: © 50 
1 No. 6 Pure Sable Rigger ax ae 
2 2-Ounce Water Color (Red & Black)------- 50 
1 Razkut Card Cutter 25 
1 Show Card Instruction Book—FREE 

TOTAL VALUE -$2.50 

PEN OUTFIT FOR $1.00 

1 Set Speedball Pens $ .50 
1 2-Ounce Speedball Ink.............__...... 25 
1 Speedball Instruction Book mininpiog 15 
|: Downie: dnd: Penholdér. ocec2 235 cee 9 
1 Set (12) Round Writing Pens__......._---_- .20 

TOTAL VALUE $1.25 





These Outfits will be Sent Prepaid 
Sign & Show Card Supplies 


OArthur CF. dioerauf ©Co. 
525 Woodward Ave. Detroit, Mich. 


Send for Illustrated Catalogue 
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Speedball Broad-stroke 


drawing and lettering pens 
ate all equipped with flexible 
double-treservoir (brass) ink 
retainers --- constructed to 
CET. OO eee Ce Clcnlistcliy] 


regulate the flow of ink or 
color at any speed ~ ~~ ~~ 
Speedball pons work perfectt 

in white iethia openns porn | 
They are designed and built 
from the craftsmens stand- 
point and enable you to 

do more work in less / 

time and doit better ( / 
with less effort than 


with /3 


J 


haa > Y; 

Theres no 

substilfute / 
Yor the , jf 
Speedball” |, 
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One Box containing 5 pens (assorted) any style - ‘A=B’orC’™- SO* 
One Box Containing I2 pens (one size) arly style - A-B or C-S 1 
One Box containing 36pens (one size) any style - A-B or C-* 37 
One Gross of pens Sizes) aw ~A-BorC=- 127 


(a 
-dball Loose Leaf System. of Professional Lettering 3 17 
Beginners Text Book £5¢ ===" Modern. 


Pen Lettering = 74 edifton- SO* 

















@k HUNT PEN COMPANY 
Manufacturers Camden, N.J-U:S-A: Distributors 






Sign Order Form Is Necessity 


Sets forth requirements of various department 
managers and avoids all confusion 


In the larger stores, it becomes virtually a necessity to 
have a sign order form that clearly sets forth the require- 
ments of the various department managers in the way of 
show cards and signs. This avoids confusion and errors 
and permits furthermore of the distribution of charges for 
the signs to the proper department. 

Reproduced here is the order form used by the Strouss- 
Hirshberg Co., Youngstown, Ohio, which meets the situa- 


Form 50-5M-2-21 


The Strouss-Hirshberg Co. 
ORDER FOR SIGNS 


All sign orders are to be sent to Advertising Manager’s Office, and must be sent 
in by 2 P.M. to insure delivery next morning. Please send in sign orders for special 
sales or coming events when advertisement is written. 





Single 

Reet Mle. 5.65 ny EERE sl Allert = ett eee ooo oci ns ic: 
ete. ..2 Time Sent.................... Time Wanted.................... 
ell Ghost. ....:5-5.5.00« 22 x28 in. Single....... 30 Double...... 40 
1-2 mga Kid keer Oe Se ee eo omer $y 
1-4 By oe alts sre Ae eae: | © Oy ean ioe 08 OE TES 12 
1-8 oP i tag a Sp awh ee MOSES i See oS es Seba pew 05 Serer ey 08 
1-1 Oe nels ks oe Wie a eee 5%x 7 2 ses ore 02 ear eT 03 
1-32 Ae eh pe ees ee 3%x 544 “ Maeno 01 
1-64 Ni. a chptanne chante 1%x 2% “ Sete ER .005 

Trunks or Traveling Bags Lettered .03 per Letter. 








ee sure to spell and punctuate correctly. Sigmed .....................200-sccesseseeeeeeeeee 

pe Bey sg ga size of card wanted, Dept. Mer. 

Model Order Form for Signs Which Clearly Sets Forth 
Demands for All Departments 


tion most satisfactorily. As the display man and. card 
writer is held directly responsible for the proper execution 
of sign orders, it would be most worth-while to adopt a 
form of this kind if one is not already in use. 


Always be sure that space is provided for the date, time 
order was received and time signs are wanted. With 
this information and the copy legibly written the show 
card department should be able to handle all orders in a 
systematic manner. When there is a rush of work that 
cannot be taken care of according to specifications, it is 
always best to take the matter up as soon as the order is 
received with the department manager, so that more time 
may be allowed, if conditions will permit. 





PUBLISH AN INTERESTING BROADSIDE 


Displaymen will be interested to learn of the publication 
of a broadside featuring Christmas decorations by Bodine- 
Spanjer Co., Chicago. This new directory of high-grade 
display embellishments, the first issued by this organiza- 
tion in several seasons, is profusely illustrated in color 
and presents many unusually beautiful and effective decor- 
ative pieces at prices that are bound to appeal. 
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—— By Jaymes Wiltham Martyn ———— 


napolis, is receiving much publicity. 
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SEEN AND HEARD 





New Displayman at York 
A new displayman has arrived at York, Pa., 
but it will be sometime before he begins active 
service. His proud father is C. E. Saltzgiver, 
Display manager for Jack’s Store, York, and 
the youngster arrived October 21st. Mr. Saltz- 
giver is exceptionally happy for this is the first 
arrival in the family. 
ee ve 
Popular Salesmen of the Display Field 
Edgar M. McCartney, popular Botanical salesman 
is an ex-displayman, and when in the harness ranked 
with the country’s eclat. His conceptions executed 
in the windows of Jos. Horne’s, Pittsburgh, have been 
frequently recalled as distinctive examples of the 
ideal in mercantile displays. 
ae ae 
When Harvey Woodruff, eminent columnist, is 


short of material he sends out the S. O. S. to his 
interested readers. We emulate the __ illustrious 
Woodruff and herewith cry, Help! Help! Send along 
your wise cracks or serious references. 

ee ee 

Introducing John Patton, the Inventor 
A mechanical dancing girl, invented by John R. 

Patton, display manager for L. S. Ayres Co., India- 
It is an un 
usual conception and perfect in every detail. Mr. 
Patton, will, we learn, consider the marketing of 
his creation. 

Tae eae 

Squelched 


An editor received this letter from a fresh youth: 

“Kindly tell me why a girl closes her eyes when 
a fellow kisses her.” 

To which the editor replies: “If you will send 
your your photograph we may be able to tell you 
the reason.” —Exchange. 

aS a 
For Maximum Sales Efficiency 

The window fixture order of the latest store of 
The Dow Drug Co., Cincinnati, totalled $2500, and 
was supplied by The Onli-Wa Fixture Co., Dayton, 
Ohio. Interior fixtures and cases approximated 
$25,000. 

ee ee 
Elbert Hubbard Said About the Business Man: 


“To-day the big men of the world are business 
men. And to be a good business man, you have to 
know a great deal besides business.” And, we might 
add, granting that the displayman is properly cast 
as a business man, there is much to know besides 
display work if he is to be a big success. 

ig ee 
Get a Peek at Yourself as Others See You 
Self-contemplation is apt to end in self- 
conceit:—H. W. Beecher. 
Yes, and it may be added that self-conceit, 
while serving well to puff a man up, never 
serves efficiently to prop him up. 

















YOUR MOST VALUABLE WINDOW 


Have you personally proven the new “law” that the 
show window at the right is more valuable than the 


one at the left? What is your experience? 
Nat-Mat Cardboards will effec- 


tively augment your window dis- 
plays. Our sample book is gratis. 


National Card, Mat & Board Co. 


Manufacturers 
4318-36 CARROLL AVE., CHICAGO, ILL. 


NAT MAT 
Have You Ever Used a REAL AIR BRUSH? 


Every “WOLD” Air Brush is mechanically perfect, there- 
fore it DOES THE WORK as it should be done, and it 
LASTS A LIFETIME. 






















Write for Catalog of AIR BRUSH 
OUTFITS for Display Purposes. 


THE WOLD AIR BRUSH MFG. CO. 


2173 N. CALIFORNIA AVE., CHICAGO, ILL. 





Special ly Pr epared fo for reat 


general commercial art work 


“cust nomore than other drawing tf. 


rs Hunt Pen Co.,Camden \ J 








Nominations Are Now In Order 


This column is going to have a College of 
Euphoney, and we immediately nominate for mem- 
bership our illustrious contributor, B. A. Rainwater. 
This man qualifies because his name meets the re- 
quirements of the last two sylables in the name of 
our college—“phoney.” See? Others eligible, but 
not voted upon included C. S. Arrowhead, L. S. Beer, 
D. W. Beverage, O. L. Brewer, Wm. J. Stein and 
C.C.. Dex 

ee ook 


Just the Thing 


Ugly CustomerWhat price did you say this 
gown was? 

Pretty Milliner—Twenty guineas, madam. 

Ugly Customer (after a pause)—Don’t you 
thing it rather a dreadful figure? 

Pretty Milliner—Well, madam, since you say 
so, it is not the best I have seen, but I think 
you'll find the gown will hide it!—Dry Goods 
Economist. 
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* demand CresceNT ) BRAND 


There is a_ well- 
defined impression 
among both Artists 
and users, that each 


grade of Cardboard 
made by the Chica- 
go Mat Board Com- 
pany is as good in 
every way, and a 
little better in some 
ways, than others of 
its class—so that if 
you buy a Crescent 
Brand Product, you 
S U are pretty sure to get 
a little more value 
than you pay for. 





Crescent Brand is 


! a long time favorite 

O among Cardboard of 
moderate price— 

Good Strength and 

\ “Snap,” together 


with our Prompt 
Service and Prices, 
all combine to make 
Crescent Brand a 
good Board to use. 


CHICAGO at Board COMPANY 


064 - 670 West Washington Boulevard 
CHICAGO  @———Y_ ILLINOIS 
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Books for Show Card Writers 


“A SHOW AT” SHO’CARDS 
Price, Postpaid, $4.00, Net. 


A practical guide to show card writing 
by Atkinson & Atkinson, authors of 
“Art of Sign Painting.” 300 pages, 120 
designs, 35 alphabets, size 9x12, decora- 
tive cloth binding, printed on enamel 
paper, 











HOW TO PAINT SIGNS AND SHOW CARDS 
Price, Postpaid, $1.00, Net. 

An up-to-date book by E. C. Matthews containing a com- 
plete course of instruction. Illustrated with over 100 alphabets 
and designs, and written in plain English that everyone can 
understand and thus learn to paint good signs. 





MODERN SHOW CARD LETTERING 
AND DESIGN 
Price, Postpaid, $1.00, Net. 

New and revised edition. Up-to-date. Full of comprehensive 
instruction, alphahets, designs, etc. Also contains 2,000 bright, 
clear-cut advertising phrases. Over 400 illustrations of finished 
show cards and price tickets are given. 144 pages, paper cover. 
6x9 inches. 


ART OF SHOW CARD WRITING BY STRONG 
Price, Postpaid, $4.00, Net. 
New enlarged edition, size 8x11 inches, 250 pages profusely 
illustrated. 36 alphabets. Up-to-date information on all 
branches of show cafd writing, including air brush work. 


SEND FOR COMPLETE CATALOG OF SHOW CARD 
WRITERS’ SUPPLIES 


GEO. E. WATSON CO. 
“THE PAINT PEOPLE” 
62 W. Lake St. Chicago, IIl. 
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Captures Some Big Game 


Geo. A. Smith, the well-known window display 
advertising specialist of New York City, has just 
returned from a three weeks hunting trip at Eagle 
Lake Camps, Maine; which is one of the best deer 
and bear sections of that state. Mr. Smith was very 
successful. Game was plentiful and he brought back 
as a trophy a beautiful 14-point set of horns, with a 
spread of 24 inches, an unusual achievement. 

Mr Smith has hunted deer for a great many 
years, and he is also considered an expert fly fisher- 
man for trout and salmon. He confided to The 
DISPLAY WORLD that many of his window dis- 
play ideas are inspired by these hunting trips, which 
put him into the wilds of nature. 

* ok * 
Skating Star Performs Daily 

If there is anything lacking in the display 
features at Gimbel’s New York Store, and it is 
doubtful if there is, one can be well entertained 
now in the center of the sporting goods sec- 
tion on the sixth floor, where they have in- 
stalled a marvellous skating rink. As a special 
feature, Bobby McLean, formerly international 
ice skating champion, gives four performances 


daily there. 
* * * 


Who Started Xmas Anyway? 


All you research men, get busy! We want to 
know where this “Xmas” stuff originated! There 
have been many disputes regarding the inventor of 
the abbreviation for Christmas, and now that the 
retail merchants of Ohio and Michigan have started 
the ball rolling to eliminate it, we are just as anxious 
as anyone to learn where this abbreviation originated, 
and for what cause. If you know, write and tell us. 
If you don’t—give us an idea. We have a few ideas 
on the subject that will be expressed in a forthcom- 
ing issue. 

* * & 


Saved the Wax Lady 


Ernest Wood, assistant to Lothar F. 
Dittmar, display manager for the Union Com- 
pany, Columbus, Ohio, in his dilligent effort to 
give consideration for the wax ladies in the 
store recently suffered a fall while placing some 
of the figures in the window, resulting in a 
cracked knee cap, injured head and bruised 
side, causing him to suffer a long stay in a hos- 
pital. There was not a scratch on the wax 
figure, as a result of the accident. 


* k *® 


Even the Lumber Business 
Even the lumber business has adopted window 
display as a principal sales and advertising medium. 
The Long-Bell Lumber Company, Kansas City, one 
of the largest lumber manufacturing concerns in the 
country, is mapping out an extensive display pro- 
gram for 1924. 











———— By Jaymes Wiltham Marty——— 
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Exposition Contest Is Huge Success 


Judging of prize winners based on different basis 
than usual window display competition 


An entirely new kind of window display contest 
was conducted in connection with the Advertising 
Exposition, held under the auspices of the Adver- 
tising Club of New York in the Seventy-first Regi- 
ment Armory, New York City, November 12 to 17. 
The first prize of $100 in this contest was awarded 
to the Loft Candy Shop, of 1565 Broadway, New 
York City, for a combination candy and Coca Cola 
window, the clever work of F. T. Necker, of the 
Coca Cola Company. 

Heretofore window display contests have been 
decided largely on layout. In this contest a new 
element was injected—the relationship between the 
window display and other forms of advertising ap- 
pearing simultaneously. A total of $500 in prizes, 
distributed among twenty-seven winning contest- 
ants, was awarded on the following four standards: 

1. Artistic arrangement—art sense, balance, 
harmonious arrangement, consistent layout. 

2. Advertising hook-up—best example of cam- 
paign relationship between national or local adver- 


tising in any or all media with window display, 
including most intelligent use of window display 
material furnished by advertisers. 

3. Merchandising value—best sales-promoting 
display, taking into account possibilities for imme- 
diate turn-over of merchandise. 

4. Timeliness—seasonableness of the display, 
relationship with current events, local or national, 
and selling ingenuity in taking advantage of the 
time of the year. 

To Arthur Freeman, of the Einson-Freeman Co., 
lithographers, goes much credit for directing the 
contest as chairman of the committee in charge. 
Men of wide prominence in.their respective fields 
served as judges. The displaymen were represented 
in the board of judges by J. J. Cronin, president of 
the I. A. D. M., and H. Frankenthal, display manager 
for B. Altman & Co. Nine windows submitted by 
department stores won prizes, but the major prize 
was awarded Mr. Necker for his Coca Cola window, 
because of the adaptability to the four points on 


First Prize Display in New York Advertising Contest, by F. T. Necker, of the Coca Cola Co., for Loft Candy Shop 
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The second prize of $50 was awarded Edward F. 
Miller, 448 E. Tremont Avenue, Bronx, for a Squibb 
window, while an equal amount was received by 
I. Eisler, 2721 Broadway, for a Colgate window, as 
third prize. Four prizes of $25 each went to Ed- 
ward Munn, display manager, Franklin Simon & 
Co., for a horse show window; Otto Seib, Wood- 
haven, L. I., for a Dromedary window; A. B. Jen- 
nings, display manager, Ovington’s, for a Mah Jong 
window; Thomas Burns, display manager for the 
Doubleday-Page Book Shop, for a children’s book 
display. 

Eighteen prizes of $10 each were awarded a 
variety of windows, and Mr. Necker also captured 
two of these with additional Coca Cola windows. 
Andrew Hopkins, Gimbel Brothers’ talented dis- 
playman, captured two prizes for mesh bag and 
lace windows; Harry Hibscher, displayman for 
L. S. Plaut & Co., Newark, N. J., won two ten-dollar 
bills for displays of women’s dresses and hats; 
Walter Shafer, of the Knox Hat Co.; E. D. Gould, 
of Truly Warner men’s hat stores; W. F. J. Ros- 
leau, of the Regal Shoe Co.; A. B. Jennings, of 
Ovington’s; Morris Goldberg, E. C. Tiffin, of the 
Arthur Todhunter firm; A. Casatta, of the Liggett 
Stores; R. L. Newman, of Mosse, Inc., and James 
F. Noonan, of the American Radiator Co., also cap- 
tured similar $10 prizes. 

More than 30,000 persons visited the Exposi- 
tion. This is considered an omen of the increasing 
interest in advertising by display, as there was no 
free list for the event, and each person who entered 
paid an admission fee of fifty cents. More than one 
hundred booths were used to display nationally adver- 
tised products and methods of advertising. A total of 
seventeen of these booths were reserved by concerna 
engaged in the display industry, sign and poster fields. 
A great many entertainment features, including music 
and a fashion revue given by famous models, added to 
the attractiveness of the event. A host of prominent 
people from over the United States attended, including 
Thomas Edison, the great electrical inventor. 

That the window display and kindred lines are 
showing gradual and substantial growth is attested by 
the interesting lists of exhibitors and their products 
here given: 

H. D. Beach Company, makers of quantity enam- 
eled signs; American Lithograph Company, makers of 
quantity price tickets and show cards; Attractoscope 
Company, automatic slide machines; Autofilm Adver- 
tising Company, industrial films; Advertising Display 
Company, special window display features; Bewtex 
Products Corporation, transparencies ; Einson-Freeman 
Company, window displays for national advertisers ; 
Freedman Cut-Outs, Inc., window and counter cards 
and cut-outs; Lee Lash Company, industrial motion 
pictures; Murphy & Brode, electrical signs for na- 
tional advertisers ; National Process Company, enlarge- 


ments of advertisements for national advertisers for 
window display use; Wolff Brown Company, moving 
mechanical novelties for window display; Animated 
Picture Products Company, window signs in quantity ; 
the Aurolite Electric Company’s revolving colored 
globes; Display Material Company, show card outfits, 
and the Chester Mechanical Advertising Company’s 
window display novelties. 

The poster companies were represented by O. J. 
Gude Company, Poster Advertising Company, and the 
Outdoor Advertising Agency. 





BLOCK TRAFFIC TO SEE GREAT DISPLAY 


Police reserves were called out to keep the crowds mov- 
ing at the formel opening of the window display of jungle 
animals of life size, in action, in nine windows of the 
Kaufmann & Baer Company, Pittsburgh, Pa., on December 
Ist. The windows will be displayed until Christmas. 
President Theo. Kaufmann, of the company, stated that 
the exhibit cost 20,000 and was four months in preparation 
under the direction of William F. Oxenreiter, display 
manager. 

The wild animal idea was carried out by having bars on 
the outside of the glass. Cards were attached, circus fash- 
ion, to all: the cages. A uniformed guard was placed at 
the door to each cage. The figure were all prepared in 
papier mache. 





SELLS CHICAGO CHAIN GROCERY STORES 

J. R. Thompson, owner of a chain of restaurants in many 
cities of the East and Middle West, has sold his seventy- 
one retal groceries in Chicago to the National Tea Com- 
pany for $700,000, according to an announcement made 
December 5. This is one of the largest chain store deals 
completed during the past year. 





More Efficiency for Retailers 


DDRESSING the fall meeting of the Massachusetts 
Retail Merchants’ Association, at Springfield, Mass., 

October 26, Cecil E. Fraser, of the Bureau of Business Re- 
search, Harvard University, urged co-operative delivery as 
one of the best means of economizing in the conduct of 
retail stores. He also stated that another way to cut de- 
livery expenses was through the consideration and study 
of the most direct routes for the day’s deliveries. 

Referring to the statistical report indicating that there 
were more than 23,000 business failures during the last year, 
Mr. Fraser said that many of these failures would have 
been averted had the merchants studied the needs of their 
customers; by exerting themselves to get rid of stock 
before the goods became out of style and by reducing the 
expense of the sales staff. Mr. Fraser would not have this 
to be understood as favoring the reduction of salaries, but 
favored the weeding out of non-producers and with con- 
tinual effort to increase the efficiency of the sales staffs. 

The general layout of a store is a valuable asset or 
heavy' liability to the merchant, and great care should be 
exercised in this respect, Mr. Fraser declared. A shoe 
dealer who held a $1 sale found no response to the bargains 
offered because certain of the sizes had been disposed of 
during the year, and the other sizes on sale were not 
wanted. Lack of foresight that might have been averted, 
Mr. Fraser said, with a little reflection, and which in the 
case of the merchant in question was avoided at the next 
bargain sale. 
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The Display Man’s«¢ Show Card Writer’s Book List 


A complete ready reference library at the disposal of any display man or card writer makes his 
work easier, and provides a source of ideas and suggestions that will develop great improvement and 
originality. The following books are offered as the best works on their subject to be obtained any- 

where and are worthy of your consideration. 


THE ART OF DRAPING 


By Jerome A. Koerber 
A complete system and text-book on draping in all its branches 
for show window and commercial use in three parts covering every 
essential of the art, featuring the choice drapes of the masters in 
the art; 112 pages, fully illustrated throughout, size 734x10%, 
substantial cloth binding. Price $3.00, postpaid. 


TAYLOR COLOR CHART 

The Taylor System of Color Harmony is a visible method of 
combining color harmonies easily, quickly and correctly. The 
only means available today by which infallible color combinations 
of two to seven pure, different colors can be selected with instant 
result, — 20,000 fresh, distinctive color harmonies. Con- 
sists of accurately lithographed color chart showing ninety-six 
colors, with color masks and instructions. Price $15.00, postpaid. 


LETTERING FOR COMMERCIAL PURPOSES 
By W. H. Gordon 


Now in its fourth edition. The most modern treatise on letter- 
ing, the work of an authority on lettering and show card writing. 
Complete text and reference book. 176 pages, fully illustrated, size 
9x12, cloth binding. Price $3.50, postpaid. 


COLORED ORNAMENT 
By Speltz 
An English text giving sixty plates on the antiquities—Egyp- 
tian, Pompeiian, etc. All are beautifully colored. This work is 
used by a large number of display men. Price $10.00, postpaid. 


FORMES et COULEURS 














By Thomas 
A unique portfolio of twenty colored plates in the latest up-to- 
date colors—a revelation in display ideas and colorings. rice 


$24.00, postpaid. 





OR et COULEURS 
By D’Arcy : 
An especially valuable portfolio of twenty color plates that is 
popular with display men. Another portfolio full of ideas and sug- 
gestions for the display profession. Price $18.00, postpaid. 


100 LOOSE LEAF LESSONS IN LETTERING 
By W. H. Gordon 

A loose leaf system of 100 lessons in modern brush and pen 
lettering by the new Gordon system of instruction of comparative 
and classified method, in which the familiar music staff of five 
lines and four spaces is used as a guide in alignment. For brush 
and pen. Printed on cardboard, sizt 7xll, bound in strong blue 
container. Price $2.00, postpaid. 


THE BOOK OF ALPHABETS AND LAYOUTS 
By Al Imelli 

Containing the entire range of sign alphabets as used today, 
each accompanied with modern layout and designs. The most 
practical book for the sign man and designer. 109 aeheies, 100 
attractive layouts. Also a section devoted to the Art of Metal 
Etching for Sign Purposes. 176 pages, fully illustrated, size 734x 
10%. Price $4.00, postpaid. 


BASIC LETTERING 
By W. A. Heberling 
A complete text-book on commercial sign work. The book con- 
tains 110 pages of text and hundreds of alphabets and illustrative 
plates. Covers everything the sign man wants to know. 272 pages, 
fully illustrated, size 9x12. Price $4.00, postpaid. 




















Any of the above books may be purchased together 
with a year’s subscription to The DISPLAY WORLD. 
regular price $2.00, by adding only $1.00 to the list price 
of the book, which means a cash saving of $1.00. If you 
are already a subscriber, your subscription will be ex- 


tended. 

SPECIAL DISCOUNT—On orders for three or more 
books shipped to the same address, we allow a special 
dicount of 10 per cent. 


Send your order today to 
Book Department 
THE DISPLAY PUBLISHING COMPANY 
Cincinnati, Ohio 

















SHOW WINDOW BACKGROUNDS 
By Geo. J. Cowan 


Every background is drawn in such a way that any one can 
follow out the idea. Over 150 backgrounds. Size 7x10 inches, 
om aes nearly 200 illustrations, cloth bound. Price, $2.50, post- 
paid. 





ART OF SIGN PAINTING 
By Atkinson 
An excellent treatise on sign painting that is thorough and 
complete. Thousands of this book have been sold. It contains 
378 pages, is fully illustrated, sizé 10x12 inches, cloth bound. Price 
$4.00, postpaid. 





A SHOW AT SHO’ CARDS 
By Atkinson & Atkinson 
A practical handling of the subject of show card writing by 
men who knew their subject. 300 pages, fully illustrated, size 
10x12 inches, cloth bound. Price $4.00, postpaid. 


STRONG’S BOOK OF DESIGNS 
By Strong 
An exclusive design and alphabet compilation, including orna- 
mental initials, scrolls and borders, some of them in colors. Three 
hundred designs, size 8%x10%4 inches, cloth bound. Price $4.00, 


SCENE PAINTING & BULLETIN ART 
By Atkinson 
A book of 300 pages, covering the subject of scene painting in 
detail. The only book of its kind and one that should be owned 
by anyone attempting to do this kind of work. Size 10x12 inches, 
cloth bound. Price $4.00, postpaid. 


DAILY’S SHOW CARD WRITER 
Up-to-date information and ideas for the window trimmer and 
show card writer. 100 pages, fully illustrated, size 934x12%4 inches, 
paper bound. Price $2.00, postpaid. 


THE ART OF SHOW CARD WRITING 
By Strong 
A fine text-book on show card writing, containing practical and 
complete text, alphabets and show card illustrations. 240 pages, 
size 8x11, cloth bound. Price $4.00, postpaid. 


ART MONOGRAMS & LETTERING 
By J. M. Bergling 
The most successful book of its kind. Profusion of monogram 
ideas, designed to conform with the taste and requirements of the 
times. 60 plates, size 8x11, cloth bound. Price $2.75, postpaid. 


ART ALPHABETS AND. LETTERING 
By J. M. Bergling 
Great variation of styles and forms of lettering required in the 
many different branches of letter making. Contains a large col- 
lection of practical and up-to-date designs and engravings. The 
many artistic lettering studies should prove an authoritative guide 
and inspiration. 96 pages, size 8x11, cloth bound. Price $2.75, 


SHOW CARD WRITING 
By Blair 
The whole story of modern show card writing in one book. 
Abundant specimens of good show cards for suggestions. A book 
for the beginner and experienced show card man. Every chapter 
full of valuable information and ideas. 236 pages, cloth bound. 
Price $2.50, postpaid. 
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Authoritative Articles 
on 


Show Card Writing 


Appear Regularly in 

















It is the trade paper of the card writer, 
poster artist, sign man and letterer and 
is working to improve the craft. 


Department store and specialty store 


card writers find SIGNS OF THE 
TIMES a wonderful art aid and assist- 
ant. 


It also tells them where to buy to the 
best advantage. | 





Subscribe now and have your copy 
mailed to you each month to your home 











or business address. 


$3.00 a Year—$3.50 in Canada 
30c per copy. 


The SIGNS OF THE TIMES Pub Co. 
1209-11 Sycamore St., Cincinnati, O. 
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ANNUAL DISPLAY REVIEW— 
January Issue 


—a big special issue with many special 
features. 
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The Book That Filled A Long Felt Need 
—WHAT OTHERS SAY ABOUT IT 


I want to compliment the author and your company for producing such a valuable work 
as is Koerber’s THE ART OF DRAPING. ‘ 


The book is especially helpful and to be h'ghly recommended to displaymen, a profession 
to which “many are called but few are chosen.” 


The interesting subject matter of the book is so logically arranged and so comprehen- 
sively presented that one immediately recogaizes it as the work of a man with knowledge 
gained by many valuable years of practical experience, rather than that of a swivel-chair 
theorist. Even those that are well versed in the art or draping, will be greatly benefited by 
the practical suggestions and illustrations offzred by Mr. Koerber. 


ALEX SCHLESINGER, M. Schlesinger, Inc. 





When I returned from Europe one of my assistants laid on my desk a copy of Koerber’s 
THE ART OF DRAPING after having it home reading it, and incidentally he was the third 
to have had it. I then remembered that I wanted to tell you that I consider this book en- 
tirely worth while and recommend it very highly to those who would aspire to bigger 


things in the display world. 


CARL GOETMANN, Joseph Horne Co. 





THE DISPLAY PUBLISHING CO., 


eee 


SPECIAL OFFER 


A copy of this new book, THE 
ART OF DRAPING, together 
with a year’s subscription to The 
DISPLAY WORLD at a cash 
saving of $1.00—both for $4.00. 
If you are already a subscriber 
subscription will be extended. 


CINCINNATI, OHIO 


Tear Off = Mail Today 


THE DISPLAY PUBLISHING CO,., Cincinnati, Ohio. 


Gentlemen: Enrlosed find money order for $3.00 for one copy 
of Koerber’s ART OF DRAPING. Ship postpaid to following 
address: 
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Thanks to Our Clientele of Over 50,000 Satisfied Customers 


In less than 10 years—trom an original floor space of less than 
5,000 square feet—to our present location of 25,000 square feet 
—and now our new building more than doubling our present 


working facilities, is the record of the Adler-Jones Co. 


The youngest decorative house is 
now the largest decorative house 
in America. 


Why was this growth possible? 
Because Adler-Jones decoratives 
are the country’s recognized lead- 
ers. They are the last word in dec- 
orative value. They can be de- 
pended upon to increase your busi- 
ness. They are planned for utility, 
as well as beauty. 


New labor saving machinery is be- 
ing installed to reduce our present 
low prices. A new department is 
being added. A famous Bohemian 
Artist and Designer has joined 
our staff. 


Our coming spring line will 
include many of his works 
of art, such as Scenic and 
Art Panels, Drapes, Back- 
grounds, and Novelties. 


Service will be our watchword. If you are not acquainted with the Adler-Jones line 
of decoratives it will pay you to investigate. Seasonable catalogs are always:available. 
They are free for the asking. Be sure to pay us a visit on your next trip to Chicago. 


Make our display room your headquarters. 


THE / | O; 
206 SOUTH WABASH AVENUE 
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OPPOSITE B. & O. RAILWAY STATION 
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